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Rough Proofs 


Jimmy Walker has been offered a 
job with Oldtyme Distillers, Inc., at a 
salary of $75,000 a year, it is re- 
ported. Just think what the offer 
would have been if his first name 
were Johnny. 


— 


If the plans of ice and refrigerator 
manufacturers involving the expendi- 
ture of a $3,000,000 advertising fund 
are carried out, the cheerful clink of 
the ice-tongs may once more be 
heard in kitchens throughout this 
fair land. 


. i. 


Jim Rorty, author of “Our Master’s 
Voice,” is still making lots of public 
speeches attacking advertising. He 
must feel another book coming on. 


, v 


Women are reported by Schenley 
to be the big buyers of ready-mixed 
drinks. Seems as if only men get as 
much fun out of shaking ’em up as 
pouring ’em down. 


> = = 


Perry Githens, who used to work 
for Life, is now with Liberty. Des- 
tiny seems to have plans for some 
publisher to start The Pursuit of 
Happiness. 


7 7 


The Poor Richard Club and the 
Philadelphia Women’s Advertising 
Club will have a series of seven din- 
ners at whch advertising will be suc- 
cessfully defended. “Fate cannot 
harm me—I have dined today.” 


° - F 


It’s a great help to an advertising 
orator to address a well-fed audience 
which he knows is thoroughly pre- 
pared to regard,the problems of the 
world with complete optimism. 


7 TF 


The Thermo Royal anti-freeze cam- 
paign is “designed to make the mo- 
torist radiator-conscious.” A little 
cooperation on the part of the 
weather bureau will be all that is 
necessary. 


Tie. 


Only one American wine producer 
is preparing to market his product in 
cans. It would be hard to transfer 
the glamour of a cobwebby bottle 
to a rusty tin can. 


7? F 


All of the battery and radio set 
people are getting ready to make a 
special drive on the farm market. 
They know how hard this equipment 
is going to be worked by political 
orators who will solve farm _ prob- 
lems in 1936. 


, ¥ F 


London reports that the British A. 
B. C. isn’t a success as yet. Unfor- 
tunately England hasn’t had nearly 
as much experience with alphabet- 
ical organizations as we have. 


7, ¥v¥ 


Gulf Refining has called Mother 
Goose to its aid, finally discovering 
that what Jack and Jill really went 
up the hill for was not water, but 
that Good Gulf Gasoline. 


. Ss 2 


Good advertising requires a good 
product. Even Yale football pro- 
moters have found that out. 

Copy Cus. 


HITS. NATIONAL 
RATE ON LOCAL 
RETAILER COPY 


Inland Daily Press Hears 
Sears, Roebuck Adman 


Chicago, Oct. 17—When newspa- 
pers charge the national rate for ad- 
vertising of one class of merchandise 
in a retail store, and the local rate 
for another class of merchandise, 
they are unfair to the store, and are 
definitely stirring up trouble for 
themselves. 

This assertion was made yesterday 
by D. D. Richards, manager of retail 
advertising for Sears, Roebuck & Co., 
Chicago, at the closing session of the 
fall convention of the Inland Daily 
Press Association, which opened 
Tuesday. 

“Our store managers are at a loss 
to understand this distinction on the 
part of newspaper managements re- 
garding our own merchandise,” Mr. 
Richards said. The national rate has 
been specified in various cities, he 
said. 

“The newspapers, I have been told, 
feel that the local dealer lets his 
name be used for the sole purpose of 
securing the local rate for a national 
advertiser. Perhaps it is so, but it 
does not seem fair that we, along 
with others in the same position, 
should be compelled to pay a penalty 
because somebody else is not dealing 
fairly with newspapers.” 

Newspaper men know better than 
any others who are national and who 
are local advertisers in every town, 
he said, suggesting that newspapers 
“name names” and issue a list in 
each city of brands of merchandise 
they consider should be advertised on 
a national basis. 


Too Much Confusion 


“Practically every class of goods 
we sell, either hard lines or textiles, 
carries a trade name,” he continued. 
“We have spent thousands of dollars 
with the local newspaper to popular- 
ize these brands. Should we be com- 
pelled, because of such expenditures 
mostly in the daily press, to pay the 
national rate and be classed as na- 
tional advertisers on a purely local 
venture?” 

Another “injustice” in line with 


(Continued on Page 21, Col. 1) 


F.T.C. Laughs 
Last; Course 


Copy Killed 


Washington, D. C., Oct. 16.— 
“They laughed when I got up to 
make a speech—.” 

Such advertising, according to the 
Federal Trade Commission, when 
used in connection with courses of 
public speaking as sold by corre- 
spondence schools, is unfair, if the 
situation itself is not generally im- 
possible. In effect the FTC has had 
the last laugh. 

The Commission, in a ruling on 
the North American Institute, Chi- 
cago, has revealed that the Institute 
has agreed not to use the assertion 
in connection with its advertising of 
its courses. The FTC declared that 
the assertion was “extravagant and 


fanciful.” 


Iron Out Differences at 
A.B.C. Annual Convention 


PROMINENT FIGURES IN A. B. C. POSE FOR PICTURE 


These men were snapped just before the A. B. C. directors’ dinner Wednesday. 
Left to right, S. R. Latshaw, Butterick Publishing Company; J. L. McNab, A. B. C. 
attorney; G. R. Schaeffer, Marshall Field & Co.; F. R. Davis, General Electric 
Company; P. L. Thomson, A. B. C. president; Ralph Starr Butler, General Foods 


Corporation; E. R. Shaw, 


Power Plant Engineering. 


ABC. SPEAKERS 
ENDORSE SET-UP 
OF THE BUREAU 


Five Member Groups Repre- 
sented in Discussion 


Chicago, Oct. 17.—An enthusiastic 
endorsement of the principles on 
which the Audit Bureau of Circula- 
tions was founded 21 years ago was 
given at the opening session of the 
bureau at the Stevens Hotel this 
morning by representatives of the 
advertiser, agency and _ publisher 
groups in the organization. 

Control of the bureau by the ad- 
vertiser was insisted upon by these 
speakers as fundamental to the con- 
ception of the bureau, while the 
necessity of competitive groups of 
publications working together in 
harmony was urged upon all. The 
feeling expressed by practically all 
of the speakers was that variations 
in the circulation report forms 
adopted for different classes of pub- 
lications are necessary to meet the 


needs of advertisers, while recogniz- 
ing the importance of adhering to a 
standard definition of paid circula- 
tion. 

The presentation of the various 
points of view regarding the bureau 
and its operations was made in con- 
nection with the discussion of the 
report of the newspaper committee 
which investigated the workings of 
the organization and reported sev- 
eral months ago, together with the 
compromise of its recommendations 
agreed upon recently by the com- 
mittee and one representing the 
board of directors, as reported in 
ADVERTISING AGE, 


Presents Report 


Frank S. Newell, circulation man- 
ager of the Toledo Blade, and chair- 
man of the newspaper committee, 
presented a report of that committee, 
in which he outlined its work and 
findings, as well as the discussion 
which resulted in the adoption of the 
compromise report. He defended the 
increase in the number of newspaper 
members of the board from four to 
six by pointing out the wide field rep- 
resented, and the desirability of hav- 
ing newspaper representatives from 
the Eastern, Central and Rocky 
Mountain-Pacific time zones, besides 
a Canadian representative, a direc 
tor at large representing the smaller 


(Continued on Page 29, Col. 1) 


Last Minute 


News Flashes 


Whisky Importer Names Metropolitan 
New York, Oct. 18.—Metropolitan Advertising Company has been 


appointed to handle advertising of 


Thomas J. Molloy, Inc., New York, 


importer and distributor of King George IV Scotch whisky and other 


liquors. A national campaign has 


been launched on King George IV 


whisky which includes use of newspapers, magazines, and trade adver- 
tising. Morton Edell is account executive. 


Libby Pineapple Juice Account to West Coast 
San Francisco, Cal., Oct. 18—The advertising of Libby, McNeill and 
Libby pineapple juice will hereafter be handled by the San Francisco 
office of J. Walter Thompson, following the transfer of all sales and mer- 
chandising activity on this product to this city. 
All other Libby advertising will continue to emanate from the Chi- 
cago office of J. Walter Thompson Company. 


Postpone Chicago Direct Mail Exhibit 


Kansas City, Mo., Oct. 18.—Officials of the Direct Mail Advertising 
Association and those in charge of the projected direct mail exhibit and 
meeting in Chicago next week, decided here, following the annual D. M. 
A. A. convention, to postpone the Chicago showing until Nov. 6-8. 


Compromise on Newspapers’ 
Proposals Is Approved; 
Officers Re-elected 


Chicago, Oct. 18.—Solidarity of the 
Audit Bureau of Circulations was 
established today at the annual con- 
vention at the Stevens Hotel in the 
unanimous adoption of resolutions in 
support of the compromise agreement 
on the newspaper investigating com- 
mittee report, which it appeared for 
a time might create a serious split 
in the ranks of the organization. 

The resolutions committee, headed 
by Ralph Starr Butler, General Foods 
Corporation, New York, successfully 
ironed out the differences in the 
points of view of the various inter- 
ests, and its proposals were adopted 
without debate. While many of the 
problems which have been raised 
have been referred to the board of 
directors for later action, definite 
steps were taken to put into effect 
the provisions of the compromise 
agreement. 


Increase Number of Directors 


The number of directors was in- 
creased from 25 to 27, and the num- 
ber of newspaper representatives was 
increased from four to six. These 
directors, beginning with the election 
at the convention in 1936, will in- 
clude a representative of the Cana- 
dian newspapers; one representing 
newspapers in the Eastern standard 
time zone; one in the central stand- 
ard time zone; one in the Mountain 
and Pacific time zone; one represent- 
ing newspapers having less than 15,- 
000 net paid circulation; and one 
representing all newspapers, who will 
be an active circulation manager. 

Under the plan adopted, three 
newspaper directors were elected to- 
day for two-year terms, and one for 
a@ one-year term. At the 1936 con- 
vention and each year thereafter 
three newspaper directors will be 
elected for two-year terms. 

The new dues structure, under 
which base charges covering the 
actual cost of auditing service have 
been adopted, was also approved 
without a dissenting vote. This plan 
was voted on at the 1934 convention, 
but was held up pending the news- 
paper report, which objected to a 
change which would increase the 
dues to publisher members. 


Change in Structure Opposed 


The resolutions committee, in re- 
porting the unanimous decision of 
the six divisions of the bureau in 
favor of the compromise agreement 
giving newspapers a larger vcice in 
the affairs of the bureau, also noted 
the comments of several divisions re- 
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ADVERTISING AGE 


October 21, 1935 


Vast Changes 
Predicted for 
Radio Set-Up 


Washington, D. C., Oct. 17.— 
Sweeping changes in the nation’s 
radio broadcasting set-up which will 
include an increase in the power of 
at least 20 key stations, are under 
consideration by the Federal Com- 
munications Commission, according 
to reliable information. 

A plan has been under study for 
months by the Commission’s engi- 
neering division. If approval is ob- 
tained, an entire re-alignment of net- 
works, and new rate schedules and 
services, will result. 

According to the information 
available, the number of clear chan- 
nels would be reduced from 40 to 
approximately 25, under the plan; 
the key stations on the clear chan- 
nels would be authorized to step up 
to 500,000 watts, extending their pri- 
mary service areas from the present 
50 to 75 miles to at least 300 miles. 
The secondary areas of these key 
stations would undoubtedly cover the 
entire nation. 

The proposal is being advocated 
by members of the Commission’s en- 


gineering staff who have long held 
that only through use of super power 
can the best radio programs be ex- 
tended to rural communities. Pro- 
ponents of the plan insist the change 
would not affect the continued 
smooth operation of the smaller sta- 
tions, as they would be operating on 
channels which would meet no inter- 
ference from the larger stations. 

It is pointed out that only one sta- 
tion, WLW, Cincinnati, has been per- 
mitted to increase its power from the 
present maximum of 50,000 watts to 
500,000 watts. Following this in- 
crease, Canada vigorously protested 
to the State Department that WLW 
was interfering with Canadian broad- 
casts. However, federal engineers, 
who have closely studied the oper- 
ations of WLW, have acclaimed them 
a success. 


Elected Vice-President 


Carl Jensen, general manager, 
Norwegian News Company, Brooklyn, 
N. Y., publisher of Nordisk Tidende, 
has been elected vice-president. He 
will continue in charge of the adver- 
tising department. 


Stowell Joins Magazine 

Kenneth K. Stowell, who has been 
prominent in the field as a practicing 
architect and writer, has been named 
editor of American Architect, New 
York. 


FLAKE COFFEE 
INTRODUCED BY 
GRAND UNION 


New Continental Can Process 
Is Utilized 


New York, Oct. 17.—Another com- 
plication was added to the merchan- 
dising problem faced by national 
coffee advertisers when the new flake 
coffee, the patent process for which 
is ‘owned by Continental Can Com- 
pany, was introduced early this 
month by the Grand Union chain 
through its 21 stores in Glens Falls, 
N. Y. 

Other coffee roasters and distribu- 
tors would like to know how many 
more franchises Continental will 
make and if the can company will 
support flake coffee with national 
copy, as it has canned beer. I. W. 
England, vice-president of Conti- 
nental in charge of the coffee and 
similar developments not yet an- 


€ 


advertisers now can cover 84.4% of 


the families in Baltimore’s ABC city 


zone with this one evening newspaper 


- - - for only 35¥ a line. 


BALTIMOR 


NEWS: POST 


Represented Nationally by 


HEARST INTERNATIONAL ADVERTISING SERVICE 
Ropney E. Boone, General Manager 


Ox Laudayo- 


Che Baltimore American is up, too, with a circulation 
gain of 13,662. Now reaching 227,842 every Sunday — by far 
the greatest circulation in all the South. 


GATHER FOR LUNCH AT NEWSPAPER MEET 


Here are L. C. David, Kansas City Journal-Post; Lester L. Day, Carlisle, Pa., 


Sentinel; 


William Wallace, Toronto Star; Paul Mixter, Detroit Free 
Hoyt F. Boylan, Richmond, 


Press; and 
Ind., Palladium-ltem. 


nounced, says he doesn’t know him- 
self just what the program will be. 

Trade circles are guessing, how- 
ever, that other non-competitive 
chains will take on the product until 
country-wide distribution is complete 
and that Continental will then urge 
consumption in a national campaign, 
extracting a profit from royalties and 
sale of containers. 

The coffee process is only one divi- 
dend from the Continental company’s 
fellowship in food research at the 
Mellon Institute of Industrial Re- 
search. The next one, it is rumored, 
will be canned cheese. A number 
of food processing and preserving 
studies have been in the works for 
several years. 


Big Advertising Drive 


Grand Union brought out a new 
brand for its flake coffee, but intro- 
ductory advertising, prepared by Bat- 
ten, Barton, Durstine & Osborn, Inc., 
agency for Continental, is represent- 
ing a much larger expenditure than 
a retailer would make under the cir- 
cumstances, 

All papers are receiving large copy 
twice weekly, there is a big poster 
showing, and the company’s 21 stores 
in Glens Falls have been lined with 
point-of-purchase material. The pro- 
gram includes demonstrations in 
stores and before women’s organiza- 
tions. 

“Flake Coffee” receives the same 
prominence in advertising and labels 
as the chain’s brand, “Super Cup,” 
and copy does not state that the new 
coffee is exclusive with Grand Union. 
The package is new, too, being ten 
ounces, instead of the conventional 
16 ounces. One of the copy claims 


by a patented machine which with- 
draws the air and replaces it with 
carbon dioxide. 

Another patent-processed coffee, 
Kwik-Kup, has appeared on the mar- 
ket recently, distribution being 
chiefly through large department 
stores, such as Macy’s. It has some 
of the features of Continental’s prod- 
uct, but it is packed in small bags. 
The method of preparation is similar 
to steeping tea. A bag is placed in 
the cup and boiling water is poured 
on it, the period of immersion deter- 
mining the strength. 


F. I. Fletcher Opens 
New York Office 


Having disposed of his interest in 
Fletcher & Ellis, Inc., to associates, 
Frank Irving Fletcher has resumed 
free-lance activities as an advertising 
writer with offices at 9 E. 46th St., 
New York. 

He has announced that he now has 
no connection with any advertising 
agency. 


B. B. B. Elects Callaway 


The Better Business Bureau of 
New York City has elected Trow- 
bridge Callaway, head of Callaway, 
Fish & Co., as president to succeed 
the late George W. Hodges. Col. 
Adolph Ochs Adler, general manager 
of the New York Times, has been 
named to the advisory council of the 
merchandise section. 


Kudner Insures Staff 


Arthur Kudner, Inc., New York, 
has adopted a group insurance plan 
providing the entire staff with life 
insurance totaling approximately 
$370,000. Each employe is covered 
for amounts ranging from $2,000 to 


is that Super Cup at 20 cents a pack- | $5,000 


age is cheaper than ordinary coffee 
because it makes more coffee than a 
pound of the other kind. The pop- 
ular price level for packaged coffee 
in this territory is 25 to 27 cents a 
pound. 

How It Is Made 


Flake coffee is ground in the usual 
manner, then crushed between highly 
polished rollers which break down 
the cellular structure and convert the 
coffee into paper-thin, disc-like flakes. 
The process includes packing in cans 


Crowell Hadden Dies 


Crowell Hadden, 40, a director of 
Time, Inc., and the Time-Fortune 
Company, among other corporations, 
and a brother of the late Briton Had- 
den, co-founder and publisher of 
Time, died Oct. 14 at Glen Cove, L, I. 


Gets Bermuda Account 


Anderson, Davis & Platte, Ince., 
New York, has been appointed to 
handle advertising of the English 
Sports Shop, Hamilton, Bermuda. 


COMICS 


* 


Mctropolita 
6,000,000 


Fo over the 
counter SALES 


Weckly 


new ¥ YORK - CHICAGO 
& SAN FRANCISCO- 
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than they buy rides on the Normandie, the Chicago 
) newspaper which can get you the customers you need 


—in adequate volume and at low cost—is the Tribune. 


Chicago Tribune 
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J. $. ROBERTS 
ELECTED HEAD 
OF D. M.A. A. 


Bright Future for Advertising, 
Economist Tells Group 


Kansas City, Mo., Oct. 18.—J. S. 
Roberts, Retail Credit Company, At- 
lanta, Ga., was elected president of 
the Direct Mail Advertising Asso- 
ciation at its 18th annual confer- 
ence, which closed today. He suc- 
ceeds Leonard J. Raymond, presi- 
dent of Dickie-Raymond, Inc., Boston. 

Donald Rein, The Rein Company, 
Houston, Tex., was re-elected vice- 
president, and Fred May, Rising Pa- 
per Company, Housatonic, Mass., was 
made treasurer, succeeding Edson S. 
Dunbar, Crocker-McElwain Paper 
Company, Holyoke, Mass. 

Three men were elected to fill va- 
cancies on the association’s interna- 
tional board of governors. Don 
Raihle, Federal Hardware & Imple- 


ment Mutuals, Minneapolis, succeeds 
John E. Smith, Jr., Frank E. Davis 
Fish Company, Gloucester, Mass., in 
the users’ division of the board; Karl 
R. Koerper, Greiner-Fifield Litho- 
graphing Company, Kansas City, suc- 
ceeds Mr. Raymond in the producers’ 
division; and Fred May succeeds Ed- 
son Dunbar in the suppliers’ division. 


Babson Sees Good Business 


Business and advertising have rosy 
prospects for 1936, Paul T. Babson, 
president of United Business Serv- 
ice, Boston, told the D. M. A. A. at 
its opening luncheon Wednesday, in 
the new civic auditorium. More than 
1,000 attended the luncheon. 

He predicted a year of general 
business prosperity, in which sales 
volume will continue to gain and 
new sales records will be set, and 
declared advertising will realize a 
complementary improvement. 

Industrial production will be in- 
creased in 1936, with motor cars, 
household furnishings, labor-saving 
machinery, building materials, steel 
and chemicals making the best show- 
ings, Mr. Babson said. 

Commodity prices will be on a 
higher level, the farmer’s situation 
will be improved, unemployment will 
drop, and retail trade will be sub- 
stantially increased, in Mr. Babson's 
opinion. 

“I look upon residential building as 


the ‘white hope’ of this depression— 
the great individual force to bring 
us back to normal business levels,” 
Mr. Babson declared. “The sharply 
upward trend that has been in evi- 
dence this year will continue and 
should gain momentum next year.” 

Confidence in the future, he said, 
is what boosts advertising volume, 
and he finds sentiment at present is 
better than it has been for a long 
time. 

This is the first year since 1928, 
Mr. Babson said, “that we have had 
a consistently rising trend of busi- 
ness through the summer and fall 
months up toward the end of the 
year when advertising appropriations 
are being planned. 

“Many companies have had a taste 
of making money this year, and will 
feel encouraged to strive for still fur- 
ther gains next year. New and im- 
proved products will be placed on 
the market, and this calls for in- 
creased advertising appropriations to 
present them to the public.” 

J. E. Woodmansee, president of the 
Chamber of Commerce of Kansas 
City, opened the session, and intro- 
duced R. J. Potts, president of the 
Advertising Club of Kansas City, 
luncheon chairman, who welcomed 
the delegates to the convention. 

Mr. Potts introduced E. J. Mur- 
phy, president, Pacific Advertising 


[AN EXAMPLE OF DEALER-IZING 
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nd Women 
Price 


Reduction of single- 
column advertisement 
by Walk-Over. 


Typical dealer mention 
of Walk-Over. 


PLUS VALUES 
fr WALK-OVER 


Walk-Over Shoes have been advertised in 
The Christian Science Monitor for many 
years... but not only by the manufacturers. 
Last year 923 local advertisements in the 
Monitor, paid for hy the local merchants, 
also featured Walk-Over—a plus value that 
only the Monitor affords. Other examples 
of this valuable tie-in service on request. 


THE 


CHRISTIAN 


SCIENCE 


MONITOR 


Published by The Christian Science Publishing Society 
* Boston, Massachusetts 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, 
London, Paris, Geneva, Milan. 
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AT A. B. C. AGENCY SESSION 


Included in this group are George Pearson, J. Walter Thompson Company; 

Arthur H. Ogle, Needham, Louis & Brorby; John Benson, Four A's; G. C. Dibert, 

J. Walter Thompson Company; L. T. Bush, Blackman Company; A. H. Rose, 
Buchen Company; B. C. Duffy, Batten, Barton, Durstine & Osborn. 


Clubs Association; August Haas, 
newly-elected president of the Mail 
Advertising Service Association; 
Farle Pearson, general manager, Ad- 
vertising Federation of America; and 
city officials. Leonard Raymond, 
president of Dickie-Raymond, Inc., 
Boston, and D. M. A. A. president, 
was another speaker at the luncheon. 

Starting Wednesday noon, with a 
luncheon attended by 1,000 in the 
civic auditorium, the conference 
wound up with seven talks this after- 
noon on the fundamentals of direct 
mail advertising. 

“A Drama of Advertising,’ an im- 
pressive showing of the values of di- 
rect mail and other major mediums, 


| was presented Wednesday afternoon. 


Relationship of direct mail to his me- 
dium was explained by one repre- 
sentative for each of eight mediums. 
Details of this presentation are given 
on page 14. 

On Thursday, the advertising and 
sales executives at the convention, 
coming from all parts of the United 
States and many cities of Canada, at- 
tended departmental sessions, ad- 
dressed by authorities in their re- 
spective fields. 

The association’s annual. banquet 
and entertainment was held at the 
auditorium last night. 

A feature of the convention, in 
addition to exhibits of major me- 
diums and their tie-ups with direct 
mail, and the program sessions, was 
the first showing of the “50 Direct 
Mail Leaders of 1935,’ which will 
be an integral part of regional con- 
ferences and expositions to be held 
in ten or more cities during the next 
ten months. They will then be dis- 
played by advertising clubs in major 
cities of the United States and Can- 
ada. 


Iger Starts Firm 


Martin B. Iger, formerly advertis- 
ing manager of the Literary Work- 
shop, New York, has_ established 
lger, Inc., at 67 W. 44th St., New 
York, acting as publishers’ repre- 
sentative and advertising counsel. 


M eDonadd Joins “Rep” 


Allan D. McDonald, formerly space 
buyer at the Detroit office of Ruth- 
rauff & Ryan, Inc., has joined the 
Detroit office of George A. McDevitt 
Company, publishers’ representative. 


TEN - YEAR - OLD 
CASHMERE COPY 
STILL AT WORK 


New York, Oct. 17.—The sacrificial 
school in advertising which gives 
slight care to good appearance as 
long as the advertisement smashes 
home a sales message suffered a point 
against it this week with the an- 
nouncement that Colgate-Palmolive- 
Peet Company still is receiving reg- 
ular requests for copies of a series 
of illustrations used in Cashmere 
toilet soap advertising a decade ago. 

The odds in this story favor the 
concept which holds that excellence 
and beauty in advertising have a last- 
ing worth, keeping the name of the 
product and its maker in the minds 
of users over a long period of time. 

A series of 30 illustrations done 
by Sir Arthur Rackham, member of 
the Royal Institute of Painters, was 
used exclusively in that campaign, 
which featured Cashmere as “The 
Aristocrat of Toilet Soaps.” Water 
colors and ink were employed. The 
work was accomplished under a con- 
tract, at a cost of $50,000, according 
to report, 


Requests Still Coming 


Since the inception of the campaign 
ten years ago, the advertiser has re- 
ceived requests for copies of the il- 
lustrations month to month and year 
after year, a survey of company files 
revealed. At present, these number 
about a dozen a month. Of course, 
some years ago the figures were in- 
comparably greater. 

Only eight of the 30 paintings are 
extant today. They are hanging in 
the company’s executive offices in 
Jersey City. The others were de- 
stroyed a few years ago in a fire at 
the company’s offices. It is thought 
possible, in view of the continued in- 
terest, that some of the remaining 
eight paintings may be used again 
as illustrations in Cashmere adver- 
tising. Officials, however, declined 
to comment on this possibility. 


modern magazines 


Modern Screen e Radio Stars e Modern Romances e 149 Madison Ave., New York 
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ADVERTISING AGE 


N terms of what you sell, your business may be radically dif- 
ferent from the automotive field. 


Nevertheless people like these—and their wives—also bought 
52% of an expensive mattress; 61% of a premium priced cod 
liver oil; 65% of a mechanical refrigerator; 61% of a high cost 
household cleanser. 

The Wage Earner families of America are % new market 
accounting for two-thirds of most retail merchandise. It is 
America's prosperity hope of the future. Yet of all major maga- 
zines, only True Story—as new as the Wage Earner market itself 
—bulks its circulation here. With a simplified, realistic, personal- 
ized editorial technique in stories and Service Departments, Trve 
Story’s newsstand sales policy automatically selects each month 
2,000,000 of the best housewives in this great buying group. 

The vast sales potentialities of the Wage Earner market are 
reflected by the fact that True Story has won the greatest public 
demand and the largest reader revenue of any magazine in 
the world. 

True Story should be your key magazine because it does a job 
no other magazine can do! Other major magazines may continue 
to resell the small group of families who were once your only 
customers. But True Story is the only magazine that can 
concentrate your sales story among the new housewives who 
outnumber and outbuy your older market almost 2 to 1 


Is your 1936 magazine list in tune with the times? 


TRUE STORY MAGAZINE 


420 Lexington Avenue, New York, N. Y. 


333 North Michigan Avenue New Center Building 
Chicago, Illinois Detroit, Mich. 
Statier Building Russ Building 
Boston, Mass. San Francisco, Cal, 


SOURCE R. Li. POLK-——-PHOTOS UNDERWOOD & UNDERWOOD— BLACK BOX 


People like 
these bought 
73% of the 
NEW 
1935 FORDS 


(What does this mean 
in terms of your own 
business?) 
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INDEPENDENTS IN 
GAS FIELD MAY 
STAGE CAMPAIGN 


Detroit, Mich., Oct. 17.—About 700 
members of the National Association 
of Petroleum Retailers, organization 
of independent gasoline dealers, in 
convention here this week, heard 
plans for a tremendous advertising 
campaign on a national scale, with 
the purpose of identifying them as 
clearly to the public as they are now 
known in the trade field. 

It was hoped by executives of the 
organization that such a program 
might be in operation within the 
next year. A fund of several hun- 
dred thousand dollars was contem- 
plated as the initial aim of the or- 
ganization, working through a sep- 
arately incorporated offshoot, Service 
Station Associates, Inc. 

The pian favorably looked upon 
was the so-called “Russell Plan,” pro- 
posed some time ago by E. G. Russell, 
Detroit, president of the Affiliates. 
This plan envisages a nationally- 
presented radio program, on a 
scale as large as any of the current 
broadcasts, plus outdoor posters, 
dealer helps, an educational program 
to be conducted within the organiza- 
tion, and many other aids toward 
better merchandising. 


Seek 50,000 Members 


A membership of 50,000 in Service 
Station Associates, newly organized 
and incorporated in Wisconsin, is ex- 
pected. This number amounts to ap- 
proximately one-fifth of the gas deal- 
ers in the country. Plans unfolded 
at the convention called for the pay- 
ment of a small enrollment fee, to be 
used for promotional purposes, plus 
a membership fee which would be 
held in escrow until the time arrives 


to open the advertising and promo- 
tional drive. 

It was emphasized that every pre- 
caution for the safeguarding of the 
members’ interests had been taken, 
and that incorporation articles had 
been drawn up so as to prevent 
“racketeering” in the organization at 
any future time. 

Qualifications, definite and fairly 
stringent, will be set up for member- 
ship in S. S. A. These qualifications 
will include honesty, dependability, a 
high quality of service and the neces- 
sary equipment, both mechanical and 
personal, to offer it. 

Adoption of an emblem for the As- 
sociates, to be known as “The Guards- 
man,” and consisting of three salut- 
ing servicemen marching forward to- 
gether, was the first concrete step 
taken at the meeting to put the As- 
sociates in operation. This insignia 
will make its appearance on every 
service station whose owner is a 
member of the Associates, serving as 
a means of identification: and as a 
pledge of good faith. 


Sound Militant Note 


According to plans unfolded at the 
convention, radio will be the chief 
medium of advertising. Outdoor post- 
ers may be used, and sidewalk stands 
will probably be offered. No plans 
for newspaper or magazine advertis- 
ing will be considered until later. 

A militant note was sounded as the 
convention went through its pro- 
gram. The adoption of the Service 
Station Associates program was 
looked upon by those present as a 
means of establishing themselves be- 
fore the public, and in addition tak- 
ing advantage of the publicity and 
promotional techniques which the 
large oil companies have always 
been able to use to advantage. 

Officers of the Associates, in addi- 
tion to Mr. Russell, are: Homer S. 
Sparr, Rochester, N. Y., first vice- 
president; E. Chet Shanks, Mil- 
waukee, Wis., second vice-president 
and manager; and Wilmer R. Schuh, 
Milwaukee, secretary. Offices of the 
organization are at 907 N. Third St., 
Milwaukee. 


CONCENTRATED ATTENTION IN FARM GROUP 


The discussion in the A. B. C. farm 


paper's division is intensely interesting, 


this photograph indicates. 


WOR Issues New Card 


A rate card issued this week by 
WOR, New York, raises the hourly 
rate from noon to 6 p. m. Sunday 
from $500 to $667, the weekday rate 
for this period remaining $500. Other 
changes have been made in the con- 
ditions under which five-minute 
periods and certain established pro- 
grams are sold. 


“Good Housekeeping” 
Opens Fashion Salon 


A permanent public exhibit of 
many of the fashions illustrated in 
Good Housekeeping has been opened 
at the editorial offices in New York. 

The display includes made-up Pic- 
torial Review patterns, as well as 
clothing, fabrics, hats, gloves, shoes 
and accessories. 


Ralph Rossiter Named 


Ralph Rossiter, Inc., New York, 
has been appointed for advertising 
and merchandising of Imperial Sa- 
lons, Ltd., New York, compounders 
of Imperial Formulae cosmetics and 
dermatonics, Class publications will 
be used. 


CAMPAIGN FOR 
ICE CREAM IS 
GIVEN SHOWING 


St. Louis, Mo., Oct. 17.—Gathered 
at their 35th annual convention here 
this week the International Associa- 
tion of Ice Cream Manufacturers wit- 
nessed the first showing of the 1936 
advertising program to be made 
available by the group’s merchan- 
dising bureau to its members. 

General advertising material for 
use in newspapers, on billboards and 
over the radio will be even more ex- 
tensive than that furnished this year. 
In addition, a wide variety of point- 
of-sale material will be used. 

“The Pick-Up that Never Lets You 
Down,” the slogan which the asso- 
ciation adopted early this year, will 
be featured throughout the cam- 
paign. The theme “The 3 O'Clock 


Star. 


Even this intensive coverage would mean little to adver- 
tisers were it not for the fact that Cedar Rapids is the 
metropolis of an agricultural area in which cash income 
is the greatest in years. Retail business in Cedar Rapids 
reflects this corn-belt prosperity. Don't miss the boat 
for one of the best selling seasons this area has ever seen. 


They just leave a Ga3xette 
at every house 


Maybe that is a small exaggeration because a few fam- 
ilies can't read English, but the net paid circulation of 
The Cedar Rapids Gazette in the city actually exceeds 
the number of families. The exact figure, according to 
the six months’ average as reported to the government 
on September 30, is 101.7% which is just 1.2% better 
than the commendable record of the great Kansas City 


"BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 
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Ice Cream Recess” will also be re 
peated. 

Other slogans, which will be used 
in outdoor copy, newspapers, point- 
of-sale displays, and radio record- 
ings are “A Scoop of Fresh Ambi- 
tion at 3”; “Here’s What It Takes 
to Finish the Day Strong’; and 
“Here’s One Good Habit That Is 
Always Fun.” 

Five complete and different news- 
paper campaigns are available to 
members, who, depending upon the 
speed with which orders are placed, 
may buy one or several. Territorial 
protection is given on all material. 

The newspaper campaigns will 
consist of one-column reminders; a 
series of limerick advertisements; a 
series of six cartoon advertisements; 
a series of flavor advertisements; and 
a series of “product-in-action” ad- 
vertisements, photographically illus- 
trated. None of the copy is over 
two columns in width. 

Special back-bar posters, repro- 
ducing the limerick series and the 
cartoon series, will be available to 
those using these campaigns in 
newspapers. 


Point of Sale Material 


For outdoor advertising, the 1936 
plan will offer two poster series, one 
a pictorial series of four designs, the 
other an amusing cartoon series of 
four that tie in with the newspaper 
cartoon series. One-minute and five- 
minute recordings will be provided 
as was done this year, for radio use. 

Point-of-sale material includes 
window posters, menu cards, menu 
stickers, stringer posters, Decalco- 
manias, outside metal swing signs, 
etc, 

The association’s trade mark, 
prominently displayed throughout 
the entire campaign, shows two high 
stepping boys with large spoons 
over their shoulders saying, “Keep 
in Step—Ice Cream for Pep.” 

At the association’s Cleveland con- 
vention in 1934, provision was made 
for establishment of the merchan- 
dising bureau. Wilson W. Brown, 
then general sales director of the 
Southwest Utility Dairy Products 


‘|Company of Oklahoma, was selected 


as director. In February, Campbell- 
Ewald Company was named to han- 
dle the association’s advertising. 


Guardian Runs Seal Copy 


Built around the phrase, “Liquor’s 
Best Guardian—Guardian Safety 
Seal,” the Guardian Safety Seal Com- 
pany is running a campaign in class 
magazines, including Fortune, New 
Yorker, Redbook and Time. Law- 
rence Fertig & Co. are in charge. 


Rairdon to New York 
Smith L. Rairdon, for a number of 
years manager of the pharmaceutical 
and proprietary division of Owens- 
Illinois Glass Company, Toledo, has 
been appointed Eastern sales man- 
a with headquarters in New 
ork. 


To sell to hotels, use 


Cerotel Monthly 


Member A. B.C. and A.B. P. 


Published by JOHN WILLY, INC. 
Merchandise Mart, Chicago 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 1% billion dol- 
lar baking ceegee B come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 

Check the data you need below, tear out 


this advertisement, attach to your letter- 
h and ‘mail to us. 


O “Baking Industry Facts and 
Figures,” a market data 
folder. 

O “Selling Leads,” an every 
week service. 

(0 Sample pages from the “Bak- 
ing Industries Blue Book.” 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly. 

OO Audit Bureau of Circula- 
tions statement. 


BAKERSHELPER 


} MAGAZINE ¢ BAKERY PRACTICE »{ MANAGEMENT 
HELPING BAKERS SINCE 1887 


® 830 South Wells Street, 
Chicago, Ill. 
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ADVERTISING AGE 


If 


alesmen 


~ Bought Advertising ... 


No man who has expended sweat and 
shoe leather in personal selling can take an abstract 
view of advertising. Either it helps him or it’s just 
another home office luxury. 


These tired men writing call reports in hotel 
rooms perhaps don’t understand the niceties of 
copy and layout. They probably don’t know much 
about media. They have the queer notion that the 
main purpose of advertising is to help them sell the 
trade and help the trade sell the goods. 


If salesmen bought advertising space—if every 
man on a sales staff had a proportionate appropria- 
tion to spend as he saw fit— we don’t think it 
would be very hard to sell them THIS WEEK. 


For THIS WEEK is one publication which was 
planned for sales. Combining first class magazine 
with first class newspapers, its circulation fits the 
markets, and magazine advertising gains a local- 
ized effect. 


Salesmen want a medium which can help them 
sell in their own territory: THIS WEEK goes where 


the salesmen go because, as a product, it is sold in 
the same way, through the same natural channels 
of trade as the products it advertises. 


Salesmen appreciate the virtue of volume, the 
necessity of concentration: THIS WEEK, read by 
more than four-and-a-quarter million families, not 
only has circulation volume, but concentration of 
circulation which makes it a real sales influence 
in the markets which account for 60% of total U.S. 
retail sales. In its 21 major markets, for instance, 
THIS WEEK has 3 to 5 times as much circulation as 
leading magazines, enough to do a real selling job. 


Finally, salesmen need advertising which builds 
trade influence: THIS WEEK is part and parcel of 
twenty-one great newspapers with proven trade 
acceptance, and offers the kind of merchandising 
cooperation which gets goods featured and dis- 
played. 


To salesmen (and sales-minded executives) we 
say, “Spend your advertising dollar where advertis- 
ing works side by side with the salesman.” 


Atlanta, Baltimore, Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Indianapolis, Memphis, Milwaukee, Minneapolis, New Orleans, New York, Omaha, Philadelphia, Pittsburgh, St. Louis, Washington 


NEW YORK: 420 Lexington Ave. CHICAGO: 360 N. Michigan Ave. 


DETROIT: General Motors Bldg. 


SAN FRANCISCO: 111 Sutter St. 


LOS ANGELES: Lincoln Bldg. 
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Predicts More 
ABC Activity 
Among British 


Chicago, Oct. 17.—F. P. Bishop, 
advertising manager of the London 
Times, who attended the opening ses- 
sions of the convention of the Audit 
Bureau of Circulations here today, 
predicted that a new attack on the 
problem of auditing circulations in 
Great Britain will soon be put under 
way. 

The British Audit Bureau of Cir- 
culations was started a few years ago 
under the auspices of the Incorpor- 
ated Society of British Advertisers, 
Mr. Bishop explained, but has not 
been successful in enlisting the lead- 
ing publications because of lack of 
cooperation in the initial organiza- 
tion. Of the 20 national newspapers 
published in London, only two are 
members, and less than ten per cent 
of the 200 provincial newspapers be 
long. 


Praises American A. B. C. 


“However,” he said, “the leading 
publishers are convinced that the 
idea is sound, and I believe that in 
the near future another attempt will 
be made, perhaps through an entirely 
new organization, to enlist the sup- 


MAGAZINE MEN HOLD OWN SESSION 


This photograph, showing a portion of the magazine delegation to the A. B. Cc. 
meeting, was taken at that departmental’s gathering on Thursday. 


port of all advertising and publishing 
interests in setting up an audit bu- 
reau which will be really effective. 
The example of the A. B. C. here is 
convincing of the value of such a 
service.” 


Mr. Bishop and John Coope, adver- 
tisement manager of the Northcliffe 
Newspapers, have been visiting lead- 
ing advertising and _ publishing 
centers of the United States and 
Canada. They sail from Quebec for 
England Oct. 25. 


International to Ayer 


The International Silver Company, 
Meriden, Conn., has appointed N. W. 
Ayer & Son, Inc. as advertising coun- 
sel for 1847 Rogers Bros. and Wm. 
Rogers & Son silverware, beginning 
Jan. 1, 1936. 


Wernecke to Cleveland 


Orin Wernecke, formerly Pitts- 
burgh representative of Nation’s 
Business, will join the Cleveland 
sales staff of The American Weekly, 
Nov. 1. 


HOUSE & GARDEN 


@nnounces 


From the front page of The New York Times, October 8, 1935 


ADVERTISING DEPARTMENT 


Cuagies E, Wuitney, Advertising Manager 
Formerly Vice-President and Advertising Manager of House Beautiful 


MERCHANDISING SERVICE 


Mrs. Marcaret Darcan, Director 


For eight years Stylist for R. H. Macy’s home furnishing and other departments 
Recently Associate Editor of the Ladies’ Home Journal, in charge of Interior Decorating 


EDITORIAL DEPARTMENT 
Henry B. Humpueey, Jr. Formerly Managing Editor of The American Home 
Artuur McK. Srines, Formerly of the staff of American Architect 
Rosert E. Locuer, Well-known Stylist and Decorator 
Mrs, J. CHeever Cownin, Consultant in Interior Decoration 


COPELAND BILL 
GETS AIRING AT 
MEDICINE MEET 


New York, Oct. 16.—The necessity 
of more than lip service in the mat- 
ter of wholesaler, retailer and manu 
facturer relations proved to be the 
theme of the 14th annual convention 
of the United Medicine Manufac- 
turers of America at the Waldorf- 
Astoria hotel this week. 


Charles L. Huisking, re-elected 
president of the organization, ex- 
pressed regrets that certain food and 
drug legislation did not become law 
in the past session of Congress, and 
said the result has been a decided 
feeling of uncertainty in the pack- 
aged medicine field. He reported on 
the efforts made by the association to 
have written into the Copeland bill 
needed protective measures for the 
proprietary industry. 

The industry, he said, is beset now 
by more difficulties than ever before. 
One of the reasons is its growth to 
a great size. In meeting criticisms 
hurled at it, he called attention to 
the fact that many of the packaged 
medicines resulted from ethical med- 
icine’s findings. 


Beauty and Truth Combined 


Advertising can be made beautiful 
and glamorous and still be truthful, 
Earl H. McHugh, advertising direc- 
tor of Hearst magazines, declared. 
Mr. McHugh reflected the attitude 
of many publishers in favor of self 
regulation of advertising rather than 
government regulation. He said that 
publishers, formerly feeling a re- 
sponsibility only for editorial mate- 
rial, the white space sold to adver- 
tisers and the printing job on the 
advertisement, now feel full respon- 
sibility for both editorial and adver- 
tising material. 

Price stabilization is an absolute 
necessity, I. H. Bander, McKesson- 
Robbins Company, told the group. 
Before manufacturers or wholesalers 
can build soundly, they must have 
a feeling of mutuality with the re- 
tailer. For the retailer’s health, he 
must have profit and the manufac- 
turer must see that he gets it. Mr. 
Bander, in urging aggressive meas- 
ures toward price stabilization, said 
that the evils which the NRA wiped 
out in most industries did not re- 
appear when the Blue Eagle died. 
But in the proprietary field, they 
have returned in even greater meas- 
ure than before. 


Cites Cooperation 


Edward Gardner, head of the ad- 
visory committee on advertising of 
the Proprietary Association, told of 
the committee’s work during the past 
year in reviewing labels and adver- 
tising copy. In no case, he said, had 
any manufacturer refused to follow 
the committee’s recommendations. 

Clinton Robb, U. M. M. A. legal 
counsel, charged that the real aim 
of the Copeland bill sponsors, and 
those behind similar legislative 
moves, invariably drawn up in co- 
eperation with medical men, “is the 
immediate curtailment and final de- 
struction of the right of self med- 
ication.” 


Bird Seed Firm 
Uses Full Page 
On Big Contest 


Philadelphia, Pa., Oct. 16—A full- 
page, full-color insertion for the R. 
T. French Company, Rochester, N. 
Y., maker of French’s bird seed, bird 
gravel, and bird biscuit, appeared 
last Sunday in the newspapers of 
eleven cities included in the Metro- 
politan Sunday Group. 

Featuring a contest in which a 
choice of a chromium-plated bird 
cage or a guaranteed and pedigreed 
canary is offered to each of 100 win- 
ners, the one-shot campaign was 
placed through the Richard A. Foley 
Advertising Agency, of this city. 

The advertisement appeared in the 
comic sections of the newspapers 
used and a ten-frame comic strip 
dramatizing the experience of a small 
boy with a canary that “wouldn’t 
sing” occupied the upper half of the 
page. 


Scraper to Each Entrant 


The page was keyed with a cou- 
pon entitling each sender of a pack- 
age top to an all-metal perch and 
cage scraper, whether or not they 
entered the contest. Interest in the 
scraper was heightened by a warn- . 
ing that damp perches will injure a 
canary’s health, and that perches 
therefore should be scraped clean, 
rather than washed. 

The contest, which closes Nov. 2, 
calls for letters of not more than 100 
words on “What a Canary Means to 
Me.” A special prize for promptness 
was offered contestants whose en- 
tries were postmarked not later than 
today. A novelty in the contest con- 
ditions was the line: “Don’t worry 
about grammar, spelling or punctua- 
tion.” 


Soap Firm to 
Open Contest 
For Children 


Cincinnati, O., Oct. 16—Procter & 
Gamble will utilize half-page color 
advertisements in Sunday comic sec- 
tions of metropolitan and small town 
newspapers from coast to coast, and 
full-page advertisements in leading 
teachers’ magazines, to announce its 
“Pirate Color Book” contest for chil- 
dren. 

Every entry in the contest calls for 
purchase of at least six cakes of P 
and G white Naptha. The contest 
has been planned to appeal to chil- 
dren’s keen interest in pirates and 
coloring of pictures. 


Trade Mark Given Prominence 


Containing six ship pictures, the 
book will be offered to customers as 
a merchandise article with the pur- 
chase of P and G soap. Prizes will 
be awarded to children 14 years old 
and under who do the best job of col- 
oring the six pictures. A trade mark 
from a P and G wrapper must be 
pasted on a moon which is drawn 
above each of the ship pictures. 

The five first prizes in the contest 
will consist of choice of a Shetland 
pony, a $250 National Junior Racer, 
or $200 in cash. An unusual award, 
among 495 additional prizes, will 
be a pirate treasure chest containing 
ten silver dollars. 


OHIO PUBLISHERS AT MAJOR MARKETS MEET 


This group, attending the Major Markets meeting, is composed of Harvey Young, 
Guy H. Bullock and A. E. Campbell, Columbus Dispatch; and F. J. Oexman and 
K. M. Patterson, Cincinnati Times-Star. 
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MAJOR MARKET 
GROUP PLANNING 
FOR THE FUTURE 


No Change in Set-up, Pres- 
ident Herron Announces 


Chicago, Oct. 17—Regardless of 
plans made by other newspaper or- 
ganizations, Col. Leroy W. Herron, 
Washington Star, let it be known 
yesterday that Major Market News- 
papers, Inc., of which he is president, 
is in business to stay. Col. Herron 
made this announcement at the an- 
nual luncheon and meeting of the 
group at the Stevens Hotel Wednes- 
day. 

“Major Market Newspapers is more 
necessary than ever,” asserted Col. 
Herron, “and it is doing a more con- 
structive job than ever before. Ad- 
vertising agencies which are _ in- 
formed of its activities are unani- 
mous in agreeing with this estimate. 
It is going to continue to function as 
an important unit in the newspaper 
promotion field.” 

Col. Herron was re-elected presi- 
dent of Major Market Newspapers 
for his third term at a directors’ 
meeting following the general ses- 
sion. His staff is comprised of the 
following: John F, Tims, Jr., New 
Orleans Times-Picayune, first vice- 
president; Carl P. Slane, Peoria Jour- 
nal and Transcript, second vice-presi- 
dent; Frank E. Fehlman, secretary- 
treasurer. 


Directors Named 


Directors named at the luncheon 
meeting are as follows, besides the of- 
ficers: F. B. Hurd, Providence Jour- 
nal and Bulletin; H. H. Hoffman, 
Worcester Telegram and Gazette; 
Paul F. Morgan, Canton Repository; 
E. E.. Robertson, Kansas City Star 
and Times; George M. Burbach, St. 
Louis Post-Dispatch; F. G. Huntress, 
Jr., San Antonio Express and News; 
J. A. Van Buren, Cleveland Plain 
Dealer; M. B. McNab, Omaha World- 
Herald; Patrick M. Feeney, Newark 
News; G. C. Hamilton, Sacramento 
Bee. 

Frank E. Fehlman, managing di- 
rector of Major Market Newspapers, 
Inc., presented a typical agency so- 
licitation following the luncheon, 
supporting his presentation with a 
number of charts and graphs. One of 
these, to which the publishers, as 
well as the advertisers present, at- 
tached considerable importance, 
showed the stupendous national debt 
of the United States, as well as that 
of various state governments. 

“When an individual gets in debt 
over his head,” said Mr. Fehlman, 
“he makes an exit via bankruptcy or 
suicide. When a government owes 
more than it can conveniently pay, it 
repudiates its debts, resorts to the 
printing press, or increases taxes suf- 
ficiently to cover the lost ground. I 
will leave it to your own reasoning 
as to what is going to happen in this 
country.” 

Mr. Fehlman devoted a part of his 
discourse to an explanation of an or- 
iginal research made by him to ascer- 
tain the relation between profits of 
manufacturers and newspaper adver- 
tising. No such figures were in ex- 
istence until he delved deeply to get 
them. 


“Try All Six” 


He pointed out that the man or 
corporation which bought 700 com- 
mon stocks in 1928 would today have 
a heavy loss, amounting to more than 
50 per cent. Only 90 of these stocks 
would show a profit on today’s quota- 
tions. Of this number, more than 80 
per cent are large users of newspa- 
per advertising, according to Mr. 
Fehlman. The outstanding example 
is Liggett & Myers, whose stock is 
higher now than in 1929 and who 
lead the cigarette field, according to 
Mr. Fehlman. 

He added that a large and pioneer 
fire insurance company has reaped a 
golden harvest through the years by 
following the policy of investing in 
the common stocks of manufacturers 
who rely on newspaper advertising. 


Fire insurance companies, unlike 
those in the life field, he explained, 
are unhampered by laws governing 
their investments. 
In selling newspaper advertising, 
Mr. Fehlman has paraphrased the 
famous Chrysler slogan, making it 
read, “Try ali six.” The reference is 
to competing forms of advertising. 
Mr. Fehlman expounded the theory 
that the man who can write success- 
ful classified advertising can write 
display copy that pulls. He cited a 
number of instances of advertisers 
who started with small space in the 
classified columns of newspapers, 
growing and becoming successful 
patrons of the display pages. 
One typical campaign which he de- 
scribed in detail related a test by a 
flour company in Kansas City. Using 


14 lines daily, the company offered to 
send a five-pound bag of flour to each 
housewife who would submit a suc- 
cessful recipe. More than 10,000 rec- 
ipes were pulled and these recipes 
were made the basis for a continua- 
tion of the campaign. 

Mr. Fehlman said that advertising 
agencies must reconcile themselves 
to campaigns utilizing small space. 
“The lush days of 1929 have gone,” 
said he. 


Promotes J. S. Garceau 


John S. Garceau, advertising and 
sales promotion manager of Kelvina- 
tor’s air conditioning equipment, has 
been appointed advertising and sales 
promotion manager of the entire 
commercial products line of the Kel- 
vinator Corporation, Detroit. 


New Adhesive 
For Displays 
Is Developed 


San Francisco, Cal., Oct. 17.— 
Kleen-Stik, an adhesive which pro- 
vides an effective means of gumming 
window strips, flange signs and other 
sales and advertising materials, 
without harm to the surfaces em- 
ployed, has been developed by Kleen- 
Stik Products Company, Inc., 500 
Sansome St. 

The name is derived from the fact 
that when Kleen-Stik signs are 
placed on glass or any other smooth 
surface, they can be taken off with- 


out leaving marks. To use such a 
sign, a narrow protecting tape is re 
moved from the gummed edge. By 
pressing the gummed portion against 
the glass, the sign sticks firmly. If 
the sign is carefully removed, it can 
be re-used many times, by replacing 
the tape. 

The product has been made avail- 
able to advertisers through author- 
ized printers throughout the country. 


Sweetheart Adds Time 


Manhattan Soap Company, Inc., 
New York, manufacturer of Sweet- 
heart soap, has taken 42 time an- 
nouncements weekly over the NBC 
station WEAF to supplement spot 
broadcasting activities in other sec- 
tions. Peck Advertising Agency is 
handling the account. 


WHISKEY 


Mere than half of Kentucky's famous whiskey is produced in the twelve Louisville plants 
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STABILIZING FACTORS 


LOUISVILLE BUSINESS 


ae 


and practically all of the State's forty-nine distilleries lie within the territory covered by The 


Courier-Journal and The Louisville Times. 


The revival of this industry has been another factor that has played an important part in 


maintaining stable business conditions in this market and has contributed to its singular recovery. 


A study of business indices will convince you that the Louisville Market offers real sales 


opportunities and, by concentrating your message in these papers exclusively, you can reach 


practically all of Kentucky and a large portion of Southern Indiana at a single low cost. 


Che Conrier -Zournal 


THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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The Urge of Competition 


While the activities of the federal 
government in establishing facilities 
through the Tennessee Valley Au- 
thority for competition with pri- 
vately owned utilities have been 
criticized, and while ADVERTISING 
AcE has commented heretofore on 
the merchandising phases of TVA 
program, there are some other angles 
of the situation which are equally in- 
teresting and significant. 

Since it became evident that the 
TVA would be in active competition 
with utilities in its area, and that 
rates would be greatly reduced, some 
of the utilities there have awakened 
to the dangers of the situation and 
have anticipated the inevitable by 
cutting rates and then going out 
after a sufficient volume of business 
to justify them. 

Strange to say, this plan has been 
notably successful. Aggressive ad- 
vertising and merchandising of elec- 
trical appliances and electrical serv- 
ice, plus an attractive rate basis, 
have resulted in the load of the cen- 
tral stations being increased to a 
point far beyond that which was re- 
garded formerly as normal or pos- 
sible. In other words, active or 
potential competition of the TVA 
has roused the utilities to do some- 
thing which they should have done 
long ago. 

There is always a danger, in the 
case of a company which is either 


enjoying a monopoly, or is so 
strongly entrenched that it regards 
its position as impregnable, to be- 
come so smugly complacent as to be 
blind to the possibilities of develop- 
ment and expansion. Competitive 
action may be just the thing needed 
to force the acceptance of a new and 
more aggressive program. 

Government competition with pri- 
vately owned utilities seems to be 
ahead not only in TVA territory, 
but elsewhere. That is certainly 
something for the utilities to worry 
about, and there is a great deal to 
be said against it as a matter of 
public policy. But in the meantime, 
regarding the situation as it stands, 
and without trying to change it 
through political or legal methods, 
the utilities may have the answer to 
their problem. 

If they can forget the political 
situation long enough to buckle 
down to the job of selling the public 
harder on their services, improving 
their facilities, increasing their mer- 
chandising and advertising activi- 
ties, and in general making their 
services more attractive and more 
generally usable, they may find that 
the public attitude will change to a 
degree that will make it impossible 
for the government to be a serious 
threat to their existence or pros- 
perity. 


The Motor Safety Parade 


The public is now becoming fully 
aroused to the tremendous problem 
represented by motor traffic fatali- 
ties. Due to the great volume of 
publicity in newspapers and maga- 
zines on the subject, for which 
the famous Readers’ Digest article 
“—And Sudden Death’ deserves 
much of the credit, the public is 
finally grasping the significance of 
the grim statistics on deaths and in- 
juries due to the use of motor ve- 
hicles in the United States. 

Now the motor industry itself is 
swinging into step with its advertis- 
ing, in which safety is featured to a 
greater degree than ever before. 
With publications urging safety in 
their text pages, and manufacturers 
selling safety through their adver- 
tising, it seems reasonable to believe 
that there will be definite results in 
the form of a changed public senti- 
ment on the subject of safe driving, 


and a real change in the toll exacted 
by motor accidents. 

The automobile manufacturers 
have been criticized in the past for 
not doing more along safety lines. 
But the problem is so huge that it 
may have been necessary to wait 
until public sentiment became suffi- 
ciently aroused to make such efforts 
worth while. The motor car manu- 
facturers are in the business of sell- 
ing automobiles, and their advertis- 
ing must be constructive and 
creative, from that standpoint. 

As has been learned in so many 
other cases, the market must be 
conditioned to receive the message. 
Thus the editorial activities of the 
publications have set the stage for 
successful advertising featuring the 
safety theme. With all factors work- 
ing to this end, we may well hope 
for specific results in terms of re- 
duced losses from this source. 


ADMAN'S INFLUENCE ON HOME LIFE 


, eal el ORES NI Cea 


—Judge. 


"Shh! Papa is trying to win an automobile!" 


Voice of the Advertiser 


A Real Bargain 


To the Editor: There is never a 
week but that the “National News- 
paper of Advertising” brings me 
some helpful news, the value of 
which is multiplied greatly by its 
timeliness. In fact, the careful 
scanning of paragraphs and the fea- 
ture columns gives the earliest news 
of important advertising activities, 
and covers personal changes quite a 
little ahead of the directory serv- 
ices. 

Five minutes with any issue yields 
many times the cost of the entire 
52 copies of a year’s subscription. It 
is a veritable gold mine of ideas for 
anyone with a creative imagination. 

The tremendous amount of work 
that makes all this available is 
deeply appreciated by 


Howarp Law, 
Howard Law & Co., Advertising, 
Philadelphia, Pa. 
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Phraseology of Story 
Annoys F. J. Schlink 


To the Editor: There has lately 
come to our attention an item ap- 
pearing in ADVERTISING AGE of June 
17, 1935, headed, “Drug Group to 
Extend Work of Self-Regulation.” In 
this item appears the following: 

“This body will also check attacks 
on advertising products by various 
organizations allegedly acting in the 
interests of the consumer, such as 
Consumers’ Research, Inc. All find- 


.|ings will be published and distrib- 


uted to members who may take such 
individual action as they think ad- 
visable.” 

The insinuation contained in the 
above quotation that Consumers’ Re- 
search does not in fact act in the 
interests of the consumer is totally 
unwarranted. Consumers’ Research 
is a non-profit-making organization 
which has for its sole purpose the 
enlightenment of the consumer as to 
the quality of the goods’ which he 
buys. Its time and money are de- 
voted to the education of consum- 
ers, and to teaching them how to 
save money on their purchases. 


‘There is back of the organization 


and its bulletins no ulterior motive. 
You have, therefore, no right to pub- 
lish any statements which impute 
motive to it or which insinuate that 
this organization acts other than in 
the interests of the consumer. 

We need hardly tell you that Con- 
sumers’ Research has every legal 
right to make such savings possible 
for its subscribers, nor need we tell 
you that Consumers’ Research en- 
joys the same legal protection 
against unwarranted accusations and 
insinuations as does any other cor- 
poration or individual. 

We shall expect to receive a re- 


traction of the above insinuation in 
the near future, together with your 
assurance that you will not again 
publish comments which misrepre- 
sent either the functions or the pur- 
poses of this organization. 

We may add that this letter has 
been drafted after consultation with 
our counsel and subject to their ap- 
proval. 

F. J. Scuink, 

Consumers’ Research, Inc., Wash- 

ington, N. J. 
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Macy Catalog a Threat? 


‘‘Nuts!’’ Says Hollister 

To the Editor: I was interested 
and a little amused by your roman- 
tic description of the little catalog 
Macy’s just put out listing the ar- 
ticles offered by the store under its 
own trade-marks. The facts, as your 
story set them forth, were down the 
line of truth—but the implications 
were a mile wide of the fact. 

For instance: the headline reads 
“Macy’s Catalog Is New Threat to 
Advertisers.” 

How do you mean “threat?” 

You certainly can’t be afraid that 
the offering of sound, pure U. S. P. 
and U. S. Formulary drugs under 
the decent name Macy’s, even at 
generally lower prices than the most- 
exploited brands, will jeopardize the 
interest of the owners of the better- 
known brands. 

If your headline writer has any 
such fear, let him refresh himself 
on a few fundamentals: 

(a) the market for any such drug- 
preparation is not yet saturated; 
there are still a few homes left, as 
I understand it, where toothpaste 
and mouthwash and aspirin and 
Friar’s balsam are not yet sold; 
there is, in short, room for more of 
all good preparations, whether they 
carry the glamour of national adver- 
tising or not. 

(b) the more attention any single 
advertiser focusses upon the virtues 
and uses of any such preparation, 
the better acquainted the whole 
market becomes with all prepara- 
tions of the type; this increased con- 
sciousness, far from being a threat 
to the sales of other manufacturers, 
is in fact a powerful help. 

The more of any article Macy’s 
sells, and puts into circulation and 
conversation, the better the oppor- 
tunity for another manufacturer to 
sell his similar article to Macy cus- 
tomers, and to non-Macy customers. 
To be sure, he will have to counter- 
balance Macy’s low cash prices for its 
own-mark products with certain 
glamors, by, advertising, which no 
single store can probably ever afford 
without greatly increasing its sell- 
ing cost. But this is easy for his 
ingenious advertising people to do. 


There will always be a large frac- 
tion of the public which is content 
to buy an article of merit for a lower 
price without glamor; there will al- 
ways be a large fraction of the pub- 
lic which prefers to buy glamor- 
content, and pay a little more for it; 
there will probably also always be 
a large fraction of the public which 
is unaware of a need for any such 
article—with or without glamor. This 
third class is the terra irredenta 
which both Macy’s and the brand- 
manufacturer, by their combined 
though separate efforts in promo- 
tion, seek to reclaim. If the brand 
manufacturer were to relax his pro- 
motion efforts, and allow the pub- 
lic to become indifferent to that type 
of article, Macy’s would probably feel 
that the market wasn’t worth going 
into; if Macy’s relaxed its effort, the 
brand-manufacturer would probably 
suffer from the lack of interest which 
so often rises from the lack of free, 
open competition. 

Take a single clear case in point. 
Anthony Adverse was a heavy trade- 
marked article, the public desire for 
which was forecast as practically nil 
before publication. It came out, 
however, at a fairly high price, and 
got pretty good reviews. Macy’s sold 
it at a lower price, for ready cash. 
Out of the first 300,000 copies of the 
book sold in America, one store alone 
sold over 75,000. If Macy’s had not 
offered the book at a low cash price, 
any publisher will tell you that its 
sales would have been far lower, and 
that therefore the talk created by 
the wide low-price circulation of the 
book would not have built the sales 
to such striking figures as they ac- 
tually reached. 

By including some 2,000 articles of 
merit in its catalog, in a pleasant 
dress, Macy’s is focussing attention 
upon the need for all articles of that 
type in the home. The result should 
be twofold: an active desire, on the 
part of the non-glamor fraction of 
the public, for Macy’s articles of 
that type; a refreshed desire on the 
part of the glamor-fraction of the 
public for somewhat higher priced, 
but glamorous, articles of that type. 

“Threat?” Nuts. (See page 77, 
Macy Catalog) You might as well 
say “General Motors Line Is New 
Threat to Motor Industry.” 


. & 2 

Having tossed off such a careless 
headline, I can see how your lead- 
writer naturally let himself go in 
the same war-like vein and said that 
Macy’s “has made a move to spread 
its private brands throughout the 
United States and its possessions.” 
We've got some pretty good custom- 
ers in Hawaii, to be sure, but this 
catalog is aimed primarily at a bet- 
ter service to our customers within 
our delivery service, or from Red 
Bank on the Jersey coast, around 
through Peekskill and across the 
Sound two-thirds of the way down 
Long Island. 

You can have the Philippine and 
Guam business. 

* * * 

“Long a cause of worry for na- 
tional advertisers...” 

Tell ’em not to worry. Tell ’em 
that if they keep plugging the merits 
of their articles, and we keep plug- 
ging the merits of ours, we'll both 
sell more. I believe that that is the 
object of advertising, whether na- 
tional or local. 

Pau. HOLLISTER, 

Executive Vice-President, R. H. 

Macy & Co., New York. 

P. S. See page 89 of Macy’s Cat- 
alog: we have made in Holland a 
candy, flavored with coffee, known 
as a Hopje. We put it out under 
our Marceau mark, at 74 cents a 
pound. The catalog number is 16- 
16. Since you live in Chicago, and 
don’t get much fun out of life, and 
don’t have to pay a New York City 
sales tax, I would respectfully sug- 
gest that you send us 74 cents, and 
your address, and buy yourself a 
pound of Marceau Genuine Holland 
Hopjes, and in due course (if the 
system works) you'll get them. Then 
you'll put one in your mouth, and 
let it loll around there, and put 
your feet on your desk, and won- 
der what all the “threat” is about. 

[Editor’s note: You have us there, 
Mr. Hollister, We’ve sent the 74 cents, 
and now we're hoping the system 
works. ] 
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OPTIMISTIC 


One of the advertisements in the 
new Kelly-Springfield campaign, 
expressing a spirit of optimism. 


TIRE CAMPAIGN 


WILL FEATURE 
DEALER TIE-UP 


New York, Oct. 17.—Extensive 
dealer co-operative advertising in 
newspapers throughout the country 
will: feature the fall activities of 
Kelly-Springfield Tire Company, Cum- 
berland, Md., one of the oldest tire 
manufacturers, who recently came 
under the financial control of the 
Goodyear Tire & Rubber Company. 

The campaign is one of the most 
ambitious undertaken by the com- 
pany. Magazines and several busi- 
ness publications will be used, in 
addition to newspapers, some of the 
copy having already appeared. This 
first copy under the reorganization 
strikes a “come back” note and is in- 
dicative of stronger promotional ef- 
forts to be made in the future. 

An advertisement in a national 
magazine this week carries this 
thought in the headline and illustra- 
tion. “Going up all over America!”, 
is the heading and the picture shows 
the hoisting of a Kelly-Springfield 
sign above a service station door. 

Stress is laid on the fact that 
Kelly now has the strongest finan- 
cial support of any company in the 
tire industry of America, that its 
greater resources have made possible 
new economies in buying materials 
and important savings in distribution 
costs which will be shared with deal- 
ers and public. No announcement 
of the new Kelly-Springfield price 
has yet been made. 

In starting its new era, the com- 
pany, retaining its individual man- 
agement and former policies, is gain- 
ing support from the traditions of 41 
years of its history, referring to its 
name as one of the most highly re- 
spected in tires “as far back as you 
can remember” and utilizing the slo- 
gan, “Every Inch a Kelly.” 

Among the advances in tire man- 
ufacture for which the company 


First 


IN TOTAL DISPLAY 
ADVERTISING 


Since 1932 


For the years 1932, 1933, 
1934 and 1935 to date, the 
Evening Ledger has carried a 
greater volume of Total Display 
Advertising than any other 
Philadelphia newspaper, in- 
cluding those published seven 
days a week. 


PHILADELPHIA 


EVENING 
LEDGER 


takes credit is the production of the 
first molded pneumatic automobile 
tire in 1906, the first fabric tire in 
1912, the first over-size cord tire in 
1916 and the first modernized balloon 
tire in 1924. Only recently its fa- 
tigue-proof, balanced tire was an- 
nounced. 

Edmund S. Burke, Kelly-Spring- 
field president, in outlining plans, 
pointed out that with more automo 
biles in operation today than ever 
before, tire industry prospects are 
very bright and “reliable manufac- 
turers with an eye to the needs of 
the motoring public will find an ever- 
increasing demand for their prod- 
ucts.” 

The company recently appointed J. 
Stirling Getchell, Inc., as its adver- 
tising agency. 


E. Grossfeld, H. Terry 
Join Ettlinger Staff 


Edward A. Grossfeld, formerly ad- 
vertising manager of Alfred Decker 
& Cohn, Chicago, and prior to that 
advertising manager of The Hub, 
Chicago, has joined Ettlinger Adver- 
tising Company, Chicago, in a crea- 
tive and sales capacity. 

Harry Terry, formerly art director 
of Erwin Wasey & Co., Inc., Chicago, 
has become Ettlinger art director. 


Death Takes C. A. Grotz 


Charles A. Grotz, president of Tri- 
chromatic Engraving Company, New 
York, died Oct. 9 after a long illness. 
A pioneer in the photo-engraving 
business, Mr. Grotz was instrumental 
in the development of color process 
engraving and color photography. 


Pillsbury Drive 
Features $1.50 
Dessert Server 


Minneapolis, Minn., Oct. 17.— An 
extensive advertising campaign, uti- 
lizing magazines, radio, and outdoor 
posters, will be launched the end of 
October by Pillsbury Flour Mills 
Company, to announce an offer of a 
$1.50 dessert server for 25 cents to 
purchasers of Pillsbury’s pancake 
flour. 

Pillsbury has scheduled a full page 
in colors in the November issue of 
Good Housekeeping, the back cover 
in Collier’s for Nov. 9, and a full 


page in the December issue of True 
Story. Forty-seven radio stations 
will broadcast the offer, and 24-sheet 
posters will be used in selected mar- 
kets. 


Silver Plated 


The server, made of heavy silver 
plate, will be mailed to consumers 
upon receipt of a quarter, and tops 
cut from two 1%-lb. packages of pan- 
cake flour, plain or buckwheat, or 
the top from one larger package, or 
the words, “Self-Rising” cut from a 
sack, 

Dealers are being supplied with 
counter cards and special window 
posters which have been designed to 
tie up directly with the magazine 
advertising. 


you start? 


places? 


You could. 
business that way. But you probably 
don’t. You get it a smarter way. 

When it comes to the economics of 
selling- anything new, you short-cut... 
you advertise to the kind of people 
other. people copy. 


How a nice 


TWEED 


gets going 


That means you sell the readers of a 
national weekly of selective circulation 
named The New Yorker. 

Cold-sober advertising men back that 
statement. And they know. The New 


UPPOSE you have a fine new tweed 
fabric you want to sell. How do 


Do you make a big advertising splash 
in front of a lot of people in a lot of 


You could get a lot of 


Yorker is read by more 


men and women. All over the country. 
As they go, so goes the nation. 

They are the first ones to buy the 
new automobiles or amethysts, or 
cheeses or chairs or razor blades. The 


rest follow. 


Why not sell them your product first? 


> 


THE. 
~NEW YORKER 


25 WEST 45th STREET 


SELLS THE PEOPLE OTHER PEOPLE COPY 


than 127,000 
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PLANS FOR BIG 
GAS PROMOTION 
WIN APPROVAL 


Go-0p National Advertising 
Campaign Nears 


Chicago, Oct. 17.—Spurred by in- 
creasingly vigorous competition from 
electric service and electric appli- 
ances, the American Gas Association 
today placed under way definite 
plans for a three-year cooperative 
national advertising campaign, to 
cost not more than $500,000 annually. 

The association launched its an- 
nual convention here Monday morn- 
ing, and appointed a committee on 
national advertising to submit a re- 
port to the A. G. A. executive board. 
The report received the board’s ap- 
proval today. 

Under the plan, operating com- 
panies will contribute four cents per 
meter to support the drive, which 
will promote public acceptance of 
gas as the modern fuel for house- 
hold, commercial and industrial use. 

In the view of backers of the 
drive, use of electricity and electric 
appliances for the home has been 
advertised to the extent, and in such 
a way, that the nation is fast com- 
ing to believe that gas and gas ap- 
pliances are now out-moded. 

The association will aim at a “70 
per cent quota,” seeking a contribu- 
tion of four cents for each of 10,500,- 
000 of the 15,000,000 meters owned 
by the gas utilities of the country. 


Russell Made Chairman 


Herman Russell, president of the 
Rochester Gas & Electric Corpora- 
tion, Rochester, N. Y., was named 
chairman of the A. G, A. committee 
on national advertising. A sub-com- 
mittee, charged with obtaining ad- 
vertising counsel, was also ap- 
pointed, headed by Henry Obermeyer, 
assistant to the vice-president in 
charge of advertising for the Con- 
solidated Gas Company of New York. 

While approval for the cooperative 
campaign was obtained at the con- 
vention, and organization started, the 
committee on national advertising 
must win support from the associa- 
tion’s members, executives of the 
hundreds of gas utilities throughout 
the nation. The movement by no 
means starts from scratch, however, 
since it has the A. G. A. board’s en- 
dorsement, and since many leading 
gas executives have already placed 
themselves on record as actively fa- 
voring national advertising. 

Cooperative national advertising 
has been a dream of the gas industry 
for years. Its ambitions almost came 
to fruition two years ago, but adverse 
business conditions led to postpone- 
ment. The industry has been receiv- 
ing agency solicitations of-the ac- 
count “for the last ten years,” ac- 
cording to Mr. Obermeyer, who 
stated that no time would be lost in 
obtaining agency counsel. The asso- 
ciation has done business paper ad- 
vertising on occasion. 


Expect Appliance Help 


The campaign, to be staged under 
A. G. A. auspices, will be an adver- 
tising effort of the gas utilities. Man- 
ufacturers of gas appliances, A. G. A. 
hopes, will be equally aggressive in 
their advertising in the next three 
years. 

Reasons for starting the gas cam- 
paign in national mediums without 
delay were told the publicity and ad- 
vertising committee group of the A. 


DO HEAVY DUTY AT INLAND GATHERING 


A. ©. Lindsay, Quincy, Ill, Herald Whig; Frank E. Noyes, Marinette, Wis., 
Eagle-Star; John L. Meyer, Inland secretary; and Linwood |. Noyes, Ironwood, 
Mich., Globe, Inland president. 


G. A. this afternoon by Mr. Ober- 
meyer. 

He urged the advertising managers 
at the conference to lend their en- 
thusiastic support to the campaign, 
and to get their individual company’s 
approval for financial contributions. 

Mr. Obermeyer declared that there 
is scarcely an advertising man in the 
gas business who has not wished to 
tell the story of gas in “important, 
prestige-building national publica- 
tions,” as a foundation for local ad- 
vertising efforts. 

It was only a few years ago, com- 
paratively, that gas lighting was the 
gas utility’s only source of income, 
he pointed out. With the coming of 
electricity, income from the lighting 
load disappeared. 


Cooking Load All-Important 


But the industry found another 
source of income in the cooking load. 
Now, that cooking load is threatened 
by electric ranges, on which original 
costs are down, and operating costs 
are being reduced. That cooking load, 
he said, is the most important source 
of income to gas utilities, 

“It is easier to check the advance 
of an opponent than to dislodge him 
after he has obtained his objective,” 
Mr. Obermeyer asserted. 

There are 14,000,000 gas ranges to 
be replaced in the next ten years, he 
declared, adding that the question 
is whether these are to be replaced 
by gas or electric ranges. 

There are 1,250,000 electric ranges 
now in American homes, Mr. Ober- 
meyer said. Based on the U. S. aver- 
age consumption of gas for cooking 
purposes, this means a loss to the 
gas companies of 2,500,000,000 cubic 
feet per month. 

In the last six years, he said, more 
than 700,000 electric ranges have 
been sold, as compared with sales of 
about 500,000 electric ranges in all 
the 20 years preceding. 

In 1934, he said, the electric indus- 
try spent $3,250,000 in national mag- 
azines alone to tell the public about 
its appliances, exclusive of radio, for 
home use; while the gas industry in- 
vested $386,000 in national appliance 
advertising. 


Electricity Gets “Gravy” 


Various manufacturers, in their 
advertising, have given valuable pub- 
licity to electrically-equipped kitch- 
ens and appliances, he pointed out, 
citing Campbell soup and Monel 
metal advertising. 

“There is not a thought in adver- 
tising for electric ranges which does 
not apply equally to gas ranges,” Mr. 
Obermeyer said, quoting several slo- 
gans used in current promotion. 

While emphasizing the seriousness 
of the competition offered the gas in- 
dustry by electricity and oil inter- 
ests, he asserted that “panic” is un- 
necessary, and should not be a factor 
in planning the cooperative cam- 
paign. 

Mr. Russell, chairman of the new 
A. G. A. committee on national ad- 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
‘bound Sth edition of “ Reserve Illustrations.”’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


- UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO. DETROIT 


vertising, pointed out that the na 
tional effort should not and is not 
intended to discourage local adver- 
tising by utilities. 


Combination Units to Help 


Observers pointed out that an in- 
teresting feature of the forthcoming 
drive for funds for the promotion of 
gas and gas appliances is that con- 
tributions will be sought not only 
from gas utilities, but also from 
“combination” utilities, that is, com- 
panies selling both gas and electric- 


ity. Both types are members of the 
A. @ A, 

The combination companies will 
welcome an opportunity to join in 
promoting gas, not only to support 
the gas end of their business, but 
also with an eye to the future, in 
view of current federal attacks upon 
utilities, it is said. Electric utilities 
have so far borne the brunt of the 
attacks. 


Agency Heads 
In Northwest 
Form Council 


Minneapolis, Minn., Oct. 15.—Ad- 
vertising agencies in this section yes- 
terday completed formation of the 
Northwest Council of Advertising 
Agencies, designed to promote bet- 
ter advertising and merchandising 
methods, and to furnish a forum for 
discussion of agency and advertis- 
ing problems. 

Addison Lewis, president of Addi- 
son Lewis & Associates, was elected 
president of the new organization. 
Pat McGinnis, Harmon McGinnis, is 
vice-president; Allan Firestone, Fire- 
stone Advertising Agency, is treas- 
urer; and Ward H. Olmsted, Olm- 
sted-Hewitt, Inc., is secretary. 

Members of the executive board, 


in addition to the officers, are Ralph 
Campbell, Campbell-Mithun, Inc.; 
Quentin David, David Company; 
Bronson West, Greve Advertising 
Agency; Mac Martin, Erwin, Wasey 
& Co.; and Rudolph T. Flagstad, 
Hutchinson Advertising Company. 
The group plans to meet monthly. 


Slate Oil Burner 


Show for Detroit 


The Twelfth National Oil Burner 
Show, sponsored by the Oil Burner 
Institute, Inc., New York, will be 
held in Detroit April 14-18, 1936, 
directors decided at a board meeting 
last week. 

Management of the show has been 
assigned to the sales promotion and 
public relations committee, headed 
by M. F. Cotes, Motor Wheel Cor- 
poration. 


“Retailing” Expands 
Retailing-Home Furnishings, Fair- 
child publication, has expanded its 
editorial service by the addition of 
two new departments—radios, cover- 
ing sets and parts, and china and 
glassware. 


L. & T. Appoint Goodkind 


Lewis Goodkind, with Lord & 
Thomas, Chicago, for more than 
seven vears, and prior to that with 
Chicago Herald & Examiner, has 
been made publicity director of the 


agency’s Chicago office. 


Lice 


“] LIVE MILES FROM A DOCTOR” 


“Child care articles and health articles written for a 
city woman overlook many of my problems. | live miles 
a doctor; I’m my own doctor. My children live WIFE 
outdoors more; they have more minor hurts, more colds, 


etc. I have to turn to THE FARMER'S WIFE Maga- 
j ° ” : 


THIS 1S 


a city woman. 


for people with 


ONLY MAGAZINE | 

READ THROUGH AND 
THROUGH EVERY ISSUE! 
HERE'S WHY... 


THE 


etn a —— 


SSR cee 


6“ © 9 H 4 9 
My Cooking Problems Aren’t Like City Women’s” 
“Every other woman's magazine builds its food articles, 
for instance, to suit city women, with gas stoves, small 
families to cook for, and only one or two family meals to 
prepare daily. Only FARMER’ i 
written for my kitchen.” 


S WIFE Magazine is 


“] KEEP A HOUSE...NOT A FLAT” 


“I’m a lot kigger consumer of soaps and cleansers than 


ell me your story in THE FARMER'S 


Magazine —its home-making articles are written 


big houses like mine—not for small 


houses or apartment homes.” 


SHE LIVES ON AMERICA’S 
RICHEST FARMS! 


It is no coincidence that THE FARM- 
ER’S WIFE Magazine’s circulation 
map matches the 1,289 richest agricul- 
tural counties in America so perfectly! 
Circulation effort is concentrated in 
these richest farm counties intention- 
all circulation, in THE FARM- 
ER'S WIFE Magazine, goes to the 
richest million farm homes in America. 
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DAILY PAPERS 
AGAIN ASK ABC 
FOR UNIFORMITY 


Chicago, Oct. 17.—In spite of dec- 
larations of speakers at the general 
session of the Audit Bureau of Cir- 
culations this morning that differ- 
ences in audit forms of various me- 
diums are unimportant, and that 
newspapers’ competition is with other 
newspapers rather than other publi- 
cations, the newspaper division holds 
to the opinion that forms should be 
standardized. However, the division 
accepted the compromise agreement 
adopted by its committee and that 
of the A.B.C. board. 

The division adopted this resolu- 
tion this afternoon: 

“Resolved, that the newspaper di- 
vision recommend to the board that 
only net paid be shown on the first 
page on all forms, and that the defi- 
nition of net paid circulation shall 
be the same for all media. 

“The newspaper division recog- 
nizes the problems involved for the 
other divisions in this principle and 


recommends that the board of direc- 
tors develop ways and means to 
bring about the operation of this 
principle as soon as possible and, at 
the same time, do so without work- 
ing an undue hardship on any pub- 
lication division.” 


Discuss Expense of Committee 


Debate over this resolution mate- 
rialized only after its passage, but 
the warmth of the discussion indi- 
cated that the delay was not due to 
lack of interest. Several publishers 
asserted that they are not interested 
in the forms used by other divisions, 
including the magazine, and desire 
merely to meet the wishes of adver- 
tisers. 

Others, however, took the view that 
the chief competition of newspapers 
is with magazines and that the forms 
of these two divisions should be 
identical. 

An equally warm debate took place 
over allocation of expenses of $3,128 
incurred by the newspaper division’s 
committee which investigated meth- 
ods used by the A. B. C. This sum 
represents that part of the total ex- 
penditure of $5,719 spent for auditors’ 
services. Some took the view that 
this auditing expense should be borne 
by the A. B. C, membership as a 
whole, while others said it was prop- 
erly an expense of the newspaper 


division. When the question was put 


to a vote, the latter view prevailed 
overwhelmingly. 

The newspaper committee headed 
by Frank S. Newell, Toledo Blade, 
was discharged with a vote of thanks. 


Chase & Sanborn Bags 
Win Trade’s Approval 


After several months of marketing 
Chase & Sanborn’s dated coffee in 
paper bags, following years of using 
cans, Standard Brands, Inc., New 
York, has found that the popular re- 
sponse to the change has fulfilled 
expectations, according to Traver 
Smith, vice-president in charge of 
coffee. 

The change was made to gain a 
saving which was passed on to dealer 
and consumer. Freshness is still fea- 
tured, current advertising playing up 
the firm’s rapid delivery system, 


Shebel Joins Morenus 


Alfred E. Shebel, formerly director 
of merchandising for Carroll Dean 
Murphy, Inc., Chicago, and prior to 
that with The Fair, Chicago depart- 
ment store, has joined Morenus Ad- 
vertising Agency, Chicago, as ac- 
count executive. 


Steel Campaign Launched 


Tennessee Coal, Iron & Railroad 
Company, Birmingham, Ala., subsid- 
iary of U. S. Steel Corporation, is 
releasing a newspaper and business 
paper schedule on sheet steel roofing. 


& GROCERIES a nt 


“MY BUYING IS WHAT KEEPS THE STORES IN BUSINESS, 
IN TOWNS UP TO 10,000!” 


Surveys of retailers in towns from 2,500 to 
10,000 show that 24 of these stores do 50% to 
90% of their business with farm families. Here’s 
a typical Main Street scene—these farm family 


cars are waiting 


at the curb to take home the 


farmer’s wife, sister and daughter with their 
urchases. Sell these women if you want volume 
m the stores on “Main Street.” 


Easy Now... [0 SELECT THE 
FARM WOMEN WITH MONEY TO SPEND! 


One look at the figures at the right 
will tell you which section of the 
women’s market is likely to yield the 
most profitable increases in volume, at 
the lowest cost. 


But—how are you planning to sell 
to this group of extra rich buyers? 


Have you discovered the facts about 
what farm women read and why? 


There is exactly one woman’s maga- 
zine in America written exclusively for 
rural women—THE FARMER'S WIFE 
Magazine. FARMER'S WIFE food arti- 
cles, for instance, are written for the 
woman who cooks without gas—as the 
majority of farm women do. FARM- 
ER’S WIFE health and child-care 
departments are written for the woman 
who raises her children without the 
help of near-by doctors, school nurses, 
and other “city” adjuncts. Poultry and 
garden departments give the farm 


the FARMER'S WEE ||: 


Magazine 
The Women's Magazine With Fastest-Growing Reader Income 


NEW YO) 


RK ST. P. 
405 Lexington Avenue 55 E. ion Be Street 307 N. Michigan 


woman help no other women’s magazine 
can afford. 

No wonder farm women read THE 
FARMER’S WIFE Magazine clear 
through to the back cover! It has no 
rival, while a “general” — that is, a 
city—woman’s magazine is duplicated 
both in content and circulation, time 
and again. 

You know already how farm income 
has risen—it has practically doubled in 
two years. It’s the farmer's wife who 
is spending this increased income—for 
higher quality food, for home furnish- 
ings too long neglected, for equipment, 
for beauty aids she has gone without. 

And here are 1,050,000 of the richest 

rm women—in one compact grou 
for you to sell. All the “general” 
women’s magazines in America can’t 
duplicate this group. You have to 
reach it through the farm woman's own 
magazine. Write now, and find out 
how little it costs, today. 


careaco 


Facts You Didn’t Know About 
What Farm Women Buy! 


If you've thought that farm women buy un- 

advertised, cheap bulk foods, and ignore 
ee aids, these figures may prove a 
shock. But they are compiled directly from 
replies of over 4,000 small-town store cus- 
tomers. Here are a few significant figures: 


Pockaged Crackers............. 
Face Powder........ Coeeeccccce 
Face 


© WID9 DOH Mi HO oy 
Poh rrttottttatatt | 


SEND FOR THESE Two 
SURVEY REPORTS NOW 


SAN FRANCISCO 
185 Montgomery 


NEWSPAPER MEETING HOLDS THEIR INTEREST 


A group at the newspaper ad executives’ meeting. Left to right: William Wallace, 


Toronto Star; William Nugent, Media 


Records, Inc.; Irwin Maier, Milwaukee 


Journal; George M. Burbach, St. Louis Post Dispatch; and A. R. Magee, Louis- 
ville Courier-Journal. 


INFLATION I$ 
LIVE SUBJECT 
AT CONFERENCE 


Newspapers and Agencies 
Hold Their Fifth Meeting 


Chicago, Oct. 17.—Possibility of in- 
flation has created a new problem 
for advertisers and agencies, it was 
indicated this week as committees 
representing the Newspaper Adver- 
tising Executives Association and 
American Association of Advertising 
Agencies held the fifth of a series of 
conferences which have taken place 
during the past three years. The me- 
dia committee of the Western Coun- 
cil of the Four A’s presents the 
agency viewpoint in the West. 

Most newspapers have protected 
themselves recently against inflation 
by inserting special clauses in their 
contracts, providing for cancellation 


on due notice, usually 60 or 90 days. 


If newspapers invoke this cancella- 
tion clause on short notice, usually 
as a prelude to a rate advance, ad- 
vertisers will have to expand their 
appropriations or reduce their adver- 
tising. 

The agencies represented that this 
situation creates a new hazard and 
that six months’ notice would be 
more appropriate. In spite of the 
fact that inflation has not yet made 
its appearance, they reported that 
several newspapers have already 
cancelled contracts. More than 100 
dailies have made straight advances 
in rates in the last six months, so 
that the much discussed differential 
between national and local rates is 
wider than it has been for many 
years. One result is that more and 
more general advertising is seeking 
appearance in newspapers at local 
rates under the mantle of local dis- 
tributors, they said. 


Promotion Is Discussed 


Discussing newspaper promotion, 
the agencies said that much of it is 
destined for the waste basket because 
it contains no market information, 
the feature in which the agency men 
are primarily interested. Further- 
more, they alleged, much of the data 
contained in newspaper promotion is 
not trustworthy, reciting only ons 
side of the story, or twisting the 
facts. One “survey” issued by a 
newspaper claimed leadership in the 
jewelry field. It was revealed later 
that advertising of silverware had 
been excluded from the lineage fig- 
ures. 

The agencies commented favorably 
on some newspaper surveys, such as 
those made by the Cleveland Press 
and Minneapolis Tribune. 

As a result of the discussion be- 
tween the newspaper executives and 
agency men, it was decided that the 
latter, both in New York and Chi- 
cago, will save all newspaper promo- 
tion material for presentation at fur- 
ther joint meetings at which the 
agency workers could make specific 
criticism or commendation of indi- 
vidual mailing pieces. 

The agencies favored standardiza- 
tion of shapes and sizes of adver- 
tisements accepted by newspapers. 


The present individual requirements 
of newspapers vary so widely that 
the agency entrusted with a national 
campaign has a veritable jigsaw puz- 
zle to work out. 

G. Victor Lowrie, McCann-Erick- 
son, Inc., Chicago, is chairman of the 
media committee of the Western 
Council. Don U. Bridge, New York 
Times, is chairman of the newspaper 
committee. 


Atlantic City to Bid 
For Winter Vacationists 


The municipal publicity and adver- 
tising commission of Atlantic City is 
planning release of a schedule during 
November and December to promote 
Atlantic City as a winter vacation 
spot. 

Newspapers in Baltimore, Brook- 
lyn, Newark, New York, Philadel- 
phia, Pittsburgh, Washington, and 
eastern Canadian cities will be used. 


Salesmanagers Meet 


Thomas A. Kennally, sales man- 
ager of Philco Radio & Television 
Corporation, will speak at the first 
fall meeting of the Sales Managers’ 
Association of Philadelphia, Oct. 21. 
President of the association is Wes- 
ley A. Gilman, vice-president of N. 
W. Ayer & Son, Inc. 


ay 


NEW YORK 
HOTEL 


Staying at this 
modern 32 
story hotel assures you of a 
pleasant visit It is just across 
from The Waldorf-Astoria. 
Only 3 minutes from Grand 
Central Terminal and Radio 
City. 

As a Shelton guest you are 
privileged to use the swim- 
ming pool, gymnasium, sola- 
rium, roof garden, library..at 


no extra charge. 
$ 
3 daily 


ROOM&BATH from 


LEXINGTON AVE. at 49th ST., NY. 
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ADVERTISING AGE 


October 21, 1935 


MINNIE FROM 
MINNEAPOLIS 
SAYS BEBE BB Be BS 


Lots of things have happened since 
I wrote a couple of weeks ago. I 
saw the Nebraska-Minnesota foot- 
ball game and the boy friend has 
a new job. He’s over at the Min- 
neapolis Star. Said anytime an out- 
fit moved as fast and did things like 
The Star is doing, that was the 
place he wanted to work. 


For instance, the other day 
The Minneapolis Star announced 
a Hallowe’en contest. Remem- 
ber how we used to duck for red 
apples in the big dish pan? I 
suppose some of you boys used 
to put front gates on telephone 
poles and tied the neighbor’s 
best buggy on the barn roof. 
Well, the town thinks we ought 
to get away from that, so The 
Star is having a contest with 
cash prizes for the best safe and 
sane Hallowe’en ideas. Already 
most of the town has planned 
neighborhood gatherings for 
“pumpkin night” at churches and 


schools. 
. . * 


Won $10 the other day. No, 
I didn’t bet. I won it as a prize 
in The Star’s Slogan Contest. 
17,643 people sent in suggested 
slogans. The boy friend said 
that when he looked at the ad- 
dresses of the contestants, he 
realized more than ever that 
The Star is being read in every 
section of Minneapolis. 

- *: 


The boy friend got so excited at 
lunch this noon that he spilled half 
a chocolate milk shake in his lap. 
It seems as if the C. Thomas Stores 
started a page-a-week campaign in 
The Star. It’s a big grocery chain. 
Was “Handsome” (that’s what I 
call him) excited about it! He was 
in on the deal somehow. 


I suppose I ought to tell you some- 
thing about circulation, but you know 
how I am with figures. But I did 
clip this out of The Star last night, 
and I'ul pin it on my blurb today. 


STAR CIRCULATION 
GAINS! 


With new features, more 
local and national news than 
ever before, The Minneapolis 
Star is gaining new friends 
every day. Last July circu- 
lation took an upward spurt. 
August circulation was the 
highest of any August in the 
history of The Star. In Sep- 
tember, 10,210 more families 
subscribed for this newspaper 
than during September, 1934. 
October’ circulation records 
are being smashed. Edited in 
the modern manner —crisp, 
concise and complete — it’s 
only natural that The Star is 
steadily gaining new readers. 


Did you hear about Joe Scolaro? 
It seems as if Joe has a hunting 
“estate” in Franklin Village 17 miles 
from Detroit. Last Tuesday, Joe got 
up at six a. m., although the season 
didn’t officially open until 7. Prob- 
ably was excited. This is his first 
season on the “estate.” Moved 
there last March. 


But Joe is going to have to do 
something about his dogs. He 
has two, one big one and one 
little one, and only one dog 
house. If the big dog goes in 
the house first, the little one fol- 
lows. But if the little one goes 
in first, the big dog stays out- 
side. Must be quite an act! 


Well, the boy friend is going to 
stop for me this evening. He'll be 
all steamed up about The Minneapolis 
Star. But I don’t blame him. Every- 
body in town is. That paper is cer- 
tainly going places and doing things. 
Just like me .. . give me a buzz 
when you're in town. 


Minnie 


THE MINNEAPOLIS 
STAR 


NINE MEDIUMS 
TELL STORY AT 
D.M.A.A. MEET 


Coordinated Use With Direct 
Mail Stressed 


Kansas City, Mo. Oct. 17.—A 
“drama of advertising,” presenting 
the “nine major mediums essential 
to business health,” was the out- 
standing feature of the 18th annual 
convention of the Direct Mail Adver- 
tising Association, which opened yes- 
terday and closes tomorrow. 

The presentation, which occupied 


F. L. Wertz and J. C. Fehlandt, who pre- 
sented the cases for window display and 
car cards. 


all of yesterday afternoon, was de- 
signed to impress upon the advertis- 
ing consciousness the necessity for 
close correlation of all mediums, and 
the manner in which direct mail may 
aid and supplement all other types 
of advertising. 

Donald Rein, D. M. A. A. vice-pres- 
ident, presided at the unveiling of 
the “drama,” which was staged with 
all the essential background, each 
medium presentation being made in 
front of an appropriate stage set- 
ting, and each setting being revealed 
in turn as the curtain rang down for 
the previous discourse. 

Peter L. Michael, Houston, vice- 
president of Outdoor Advertising, 
Inc., led off with an interesting ex- 
position of the value of outdoor ad- 
vertising, and a multitude of ways 
in which direct mail can be tied up 
with his medium to make both more 
effective. 


Other Mediums Represented 


He was followed by E. B. Terhune, 
Boot & Shoe Recorder, and president 
of Associated Business Papers, Inc., 
who presented the unique idea that 
“if we as business paper publishers 
oversell our proposition, thereby tak- 
ing away an appropriation § that 
should go to direct mail, we are in- 
juring ourselves and you, and tend- 
ing to break down a fundamental 
belief in the efficiency of advertis- 
ing.” 

Frederick L. Wertz, New York, 
president of Window Advertising, 
Inc., pointed the necessity of tying 
up all forms of advertising in one 
package that carries through to the 
very point of sale. 

“Let us seek to have both national 
advertiser and retailer coordinate all 


forms of advertising for better sales 
results using each medium for that 
particular job which it seems to ac- 
complish best,” he said. 

Numerous examples of the close 
affinity between broadcasting and di- 
rect mail were presented by Leo 
Fitzpatrick, WJR, Detroit, president 
of the National Association of 
Broadcasters. 

J. C. Fehlandt, Kansas City man- 
ager for Barron G. Collier, Inc., pre- 


Percy B. Cherry of Canada with E. B. 
Terhune, who told the business paper 
story at the "drama." 


sented the case for car cards, and as 
an example of how this medium may 
tie up with direct mail, pointed out 
the surprisingly good results which 
advertisers are getting by coupons 
and booklets in car card advertising. 


A Challenge to Advertising 


Discussing the merits of general 
magazine advertising plus direct 
mail, John R. Buckley, business man- 
ager of Cosmopolitan, digressed to 
point a few morals about advertising 
in general. The current “So What?” 
contrasted with the “Is That So?” of 
a few years ago points a challenge 
to advertising, he said, to hit 
straight from the shoulder with bet- 
ter copy and better selling. He 
pointed out, incidentally, that his 
company spends $100,000 a year on 
one department that works with 
manufacturers, organizing mail cam- 
paigns and other assistance to ad- 
vertisers. 

A surprise in the series of dra- 
matic presentations came when the 
business films ideas on how to use 
direct mail were presented. When 
the curtain was parted a large screen 
was brought in, and then a talking 
picture, showing T. F. Joyce, adver- 
tising manager, RCA Mfg. Company, 
at his desk, was run. Then the story 
of business films was visualized, 
with Alois Havrilla doing the com- 
mentating. 

The concluding incident, in which 
newspapers and direct mail were fea- 
tured, was presented by Robert T. 
Tate, western manager of the Bureau 
of Advertising, American Newspaper 
Publishers Association, who pointed 
out that when newspaper advertising 
is supplemented by direct mail, the 
effectiveness of both mediums is in- 
creased. 


Attack Sign Ordinance 


Mayor J. Hampton Moore, public 
safety director, T. F. Wood and other 
city officials of Philadelphia are de- 
fendants in a suit filed on behalf of 
the Model Sign Advertising Company, 
Frankford Grocery Company and C. 
Schmidt & Sons, Inc., brewers, in an 
attack on an ordinance requiring per- 
mits and payment of license fees for 
use of electric and non-electric ad- 
vertising signs. Discrimination be- 
tween electric and non-electric signs 
is charged. 


Hotpoint Uses Film 

“Old Faithful—Hot Water by Hot- 
point,” a motion picture said to com- 
bine for the first time animation, 
sound and color in a commercial sub- 
ject, has just been completed for 
Edison General Electric Appliance 
Company, Chicago. The film, show- 
ing steps in the manufacture of the 
Hot Point water heater, will be 
shown at special presentations and 
as part of dealers’ sales meetings in 
key points throughout the country. 


S-W Series Aids Dealers 


Stewart-Warner-Alemite Corpora- 
tion, Chicago, is making available 
to its distributors and dealers a se- 
ries of 15-minute electrical transcrip- 
tions, furnished without cost. They 


feature “The All-Star Radio Round- 


up,” produced by World Broadcasting 
System, and are now being broadcast 
over approximately 100 stations. 


SEEK NATIONAL 
RATE FOR LOCAL 
BRAND MENTION 


Chicago, Oct. 17.—Some publishers 
are now charging the general rate 
for mention of national brands in re- 
tail advertising, it was revealed dur- 
ing the question box session of the 
Newspaper Advertising Executives’ 
Association at the Stevens Hotel 
this week. Thus far, however, the 
number has been small. 

Somewhat more general is the 
trend among chain stores of asking 
newspapers to sign the chain adver- 
tising contract. This alters the time- 
honored custom under which retail 
advertisers sign the newspaper form. 
Chains seeking this change do so, 
they allege, in the interest of uni- 
formity of contracts. Newspapers 
point out, on the other hand, that 
this practice would play hob with 
their own uniformity. 

Some publishers see nothing 
wrong with chain contracts, except 
a cancellation clause which some 
chains insert, allowing them to can- 
cel on 60 days’ notice. It was re- 
ported that Michigan dailies which 
refused to sign a chain’s contracts 
have been penalized. 

Classified advertising was put un- 
der the microscope, some tendency 
being seen to return to the word, 
rather than the line rate. Nine news- 
papers represented at the meeting 
reported use of this basis for tran- 
sient classified. Its advantage is 
elimination of abbreviations which 
make many want ads almost unin- 
telligible. 


Double Trucks Discussed 


Discussion of double trucks re- 
vealed considerable variance in 
newspaper custom. Some give the 
gutter away, while others charge for 
17 columns. Some will not sell less 
than a double truck, while others 
have a minimum of 13 columns. 


Eighteen of the papers repre- 
sented reported that they ban men- 
tion of circulars in advertising; nine 
others permit the advertiser to refer 
to a circular to be distributed. 

Some distillers are still endeavor- 
ing to have newspapers act as cen- 
sors of price advertising and some 
dailies have lost contracts because 
they refused to bar advertising of 
cut prices, it was said. 

Chain stores persist in their ef- 
forts to get advertising on a per- 
centage basis, the executives re- 
ported. As business has improved, 
it was said, some of the stores which 
were successful in this effort have 
found themselves paying more than 
the card rate for space and have at- 
tempted to cut the percentage. One 
chain, which formerly offered three 
per cent of sales, is now asking 
newspapers to accept 1.5 per cent. 


RCA Victor Sponsors 
Orchestra’s Tour 


RCA Victor Company, Camden, N. 
J., has completed arrangements with 
Leopold Stokowski, conductor of the 
Philadelphia orchestra, for sponsor- 
ship of a five-week transcontinental 
tour of the symphony organization 
next spring, as a contribution to the 
spread and appreciation of good mu- 
sic. 

George Engles, vice-president of 
NBC, and Charles Wagner will be 
joint managers of the tour. 


Adds to Facilities 


Harry Feigenbaum Advertising 
Service, Philadelphia, has established 
a radio production department in 
charge of Mrs. Margaret Schaeffer, 
former assistant production manager 
of station WCAU and later produc- 
tion manager of WHAT, Philadel- 
phia. The agency has begun the 
organization of its own artist’s bu- 
reau, and will, in the future, build 
its own programs throughout. 


McCallum’s Drive Starts 


McCann-Erickson, Inc., New York, 
has placed the first advertising of 
the fall campaign on McCallum’s 
Perfection Scots whisky in New 
York, Michigan, Ohio and Washing: 
ton, D. C., dailies and in Time and 
The New Yorker. McCallum’s is dis- 
tributed in 35 states by Continental 
Distilling Corporation, Philadelphia. 


@ Only busy industrials make a market. By its unique 


circulation plan that covers active plants and by out- 
standing editorial leadership that gets the attention 
of busy buyers, Mill & Factory has set all-time rec- 
ords in both circulation and advertising volume this 


year. Buy action for vour advertising dollars. 


Advertising Offices: 
NEW YORK 
205 E. 42nd St. 

e 
CHICAGO 
333 N.MichiganAve. 
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BIG DRIVE FOR 
PINEAPPLE SET 
FOR NEXT WEEK 


Low Prices, Large-Size Fruit 
to Be Featured 


San Francisco, Cal., Oct. 16.—Hav- 
ing broken records in speed of prep- 
aration, the Pineapple Producers Co- 
operative Association under the di- 
rection of McCann-Erickson, Inc., 
will release the first advertisement 
in its new campaign on Oct. 27. 

The appointment of the agency not 
having been finally determined until 
early in September—a month after 
the pineapple season is generally 
under way—the agency swung into 
action, submitted copy, layouts and 
schedules to the advertising commit- 
tee by Sept. 18, and shipped plates 
late last month for first release in 
October publications. 

With a healthy surplus and an un- 
usually fat supply of large-size pine- 
apple available, the association bases 
its campaign on the counter-trend of 
their product as compared to many 
other commodities. Taking advan- 
tage of current rising prices and 
buyer-strikes, the association will 
emphasize the fact that the finest 
grade of pineapple will be available 
at bargain prices. 

Well adapted to color advertising, 
the product will be displayed in ap- 
petizing style in a wide variety of 
uses. Although primarily pounding 
the price phase, the advertising fea- 
tures a new recipe book, and stresses 
the vitamin appeal... “sunshine 
and fruit ‘balance’ in cold weather 
meals.” 

Stress Large Cans 


A secondary job for the advertis- 
ing lies in the fact that this year’s 
crop offers much more large sized 
fruit than is usual. To counteract the 
tendency of housewives to buy the 
smaller cans because of the lower 
price-tag, each advertisement will 
carry, super-imposed on it, an admo- 
nition such as, “Take this money- 
saving tip. Domestic economists, 
household editors, consumer advis- 
ers, women’s clubs, etc., in an effort 
to help the American housewives get 
the most for their money, have re- 
peatedly pointed out the frequent op- 
portunities for economizing by buy- 
ing food in large containers... .” 

This year’s campaign for the as- 
sociation, renewed after a lapse of 
ten months, is one of the most com- 
prehensive ever undertaken by this 
organization. Six women’s maga- 
zines, Delineator, Good Housekeep- 
ing, Ladies’ Home Journal, McCall's, 
Pictorial Review and Woman’s Home 
Companion will provide the backbone 
for the campaign. Reinforcing this 
coast to coast advertising, Colliers 
and Saturday Evening Post will also 
be used in the national magazine list. 
This work will be supplemented with 
localized national copy in all 17 pa- 
pers comprising the circulation of 
The American Weekly and the 21 
members of This Week’s group. 

All advertising is being carefully 
dovetailed for frequency and conti- 
nuity. An extensive merchandising 
campaign will be carried on by deal- 
ers and distributors, who are being 
notified of release dates and other 
activities by means of a series of 
bulletins to the trade. 

The entire campaign is designed, 
according to a member of the adver- 
tising committee, “as a foundation 
under the general sales of specific 
brands of pineapple; the individual 
sales and advertising campaigns will 
continue.” 

It is stated that other phases of 
the campaign will include recipe 
books, special bulletins for teachers, 
institutional campaigns, publicity 
and other special advertising. The 
list of trade journals to be used has 
not yet been announced, but is ex- 
pected this week. 


Waco Aircraft Appoints 


Waco Aircraft Company, Troy, O., 
has appointed Sidener, Van Riper & 
Keeling, Inc., Indianapolis, Ind., ef- 
fective Nov. 1. 


Ward Names Barber 


Howard B. Barber, with the Kelvi- 
nator Corporation for the past nine 
years, and at one time with the com- 
pany’s Detroit office, has been ap- 
pointed by Montgomery Ward & Co., 
Chicago, to succeed Vance Woodcox 
in the refrigerator division. 


W. E. Humelbaugh Dies 


William E. Humelbaugh, 83, adver- 
tising manager of the Jell-O Com- 
pany for many years, died at Roches- 
ter, N. Y., Oct. 14. He retired from 
business several years ago. 


New Post for Roth 
Herbert W. Roth, former art di- 
rector of Griffin Advertising, Inc., re- 
cently liquidated, has joined Humph- 


NEW CONSUMERS’ 
CABINET FORMED 


Washington, D. C., Oct. 16.—The 
administration has organized a “Con- 
sumers’ Cabinet,” composed of seven 
members, several of whom are well- 
known economists. The purpose of 
the new board will be to “get the 
buying public more for its money,” 
it has been announced. 

Dr. Walton H. Hamilton, the 
President’s adviser on consumer 
problems, made the appointments. 


the NRA’s consumer division. Its 
members are: 

Mrs. Emily Newell Blair of Mis 
souri, chairman; Michael M. Davis, 
Chicago, director of the Julius 
Rosenwald Foundation medical ac- 
tivities; Leon Henderson, economist; 
Calvin B. Hoover, professor of eco- 
nomics at Duke University; Robert 
S. Lynd, professor of sociology at 
Columbia University; Stacey May, 
New York, economist and assistant 
director of the Rockefeller Founda- 
tion; and Helen Wright, economics 
teacher at the University of Chicago. 

The work of the new board will 
be to make researches into such 
commodities as shoes, women’s 
dresses, automobiles, milk, paper, 


lines have been completed, it is said, 
and are now before the President. 

Dr. Hamilton stated that it is not 
the purpose of the board’s effort to 
seek to lower prices without taking 
into consideration other factors. 

“We consider such an approach 
unreasonable in a complicated world 
during times when adequate con- 
sumer understanding necessitates a 
knowledge of corporate practices, of 
promotional, labor and all the many 
other cost factors which enter into 
the retail price of a given product,” 
he said. 


United Gets Hotels 


United Advertising Corporation’s 
Chicago office has been named for ad- 
vertising of the Windermere Hotels, 


rey, Prentke 
Cleveland, in the same capacity. 


visory capacity to Dr. Hamilton and | cies. 


& Associates, Inc., The committee will act in an ad-|ice and administration parity poli-| Chicago. Newspapers and magazines 
Studies along some of these| are scheduled. 


KEEP YOUR EYE ON THE Acr Laer 
and youll sell more cars 


Economics has set an Age Limit to which 
all automobile manufacturers will do 
well to pay heed! To be sure, you can 
sell cars to young people in their teens 
and early twenties. You also can sell cars 
to men and women in their late fifties 
and sixties. But the bulk of your sales 
come from people in their 30s and 40s. 
This is the economic Age Limit that 
guarantees an active market for all auto- 
mobile promotions. We say economic, 
because today men and women in their 
30s and 40s possess the bulk of Amer- 
ica’s income. 

To keep your advertising within the Age 
Limit, with the least waste, is your ad- 
vertising problem. In Chicago, the 
American offers you quality circulation 


for automobile sales. Not quality in the 


dad good newsp aper sense of a small circulation of extremely 
NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL 


Rodney E. Boone, General Manager 


wealthy people. That sort of thing went 
out with the crash. On the contrary: 
quality in the sense of a great many men 
and women in their 30s and 40s with in- 
comes large enough to afford new cars 
... quality in the sense that these people 
are young, active, have confidence in 
themeelves and their futures. In other 
words, quality in its new, present day 
sense: income plus an inclination to 
spend that income. 

It’s very important that the American 
has the largest evening circulation in 
Chicago. But it’s much more important 
that the preponderance of this circula- 
tion is concentrated within the Age 
Limit of the active new car market. Or, 
to put it in the words of Ben Bernie, 
the American gives you “The mosta of 
the besta.” 


ADVERTISING SERVICE 
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LIBERALS WIN 
IN CANADA; MAY 
CUT U. S. TARIFF 


Toronto, Ont., Oct. 17.—With Can- 
ada’s federal elections on Monday 
resulting in a landslide for the Lib- 
eral party and a crushing defeat for 
the previous Conservative govern- 
ment, U. S.-Canadian trade is imme- 
diately in the spotlight. 

Traditionally the low tariff party, 
much of the Liberal campaign am- 
munition had to do with the higher 
Canadian prices for every-day ar- 
ticles and, specifically, nationally-ad- 
vertised U. S. brands, including food- 
stuffs and cosmetics. Clearly indi- 
cated by the result is a forthcoming 
effort to smooth the trade pathways 
between the two countries which 
would also mean, by inference, a po- 
tentially larger Canadian market for 
a wide range of U. S. products in 
the next few years, than in the past 
five. 

In addition there is a group of ar- 
ticles in which the advertiser is in- 
terested and on which the Canadian 
tariffs have been comparatively high. 
These include engravings of all de- 
scriptions, art work and photographs 
for advertising purposes and printed 
matter. On direct mail, imported 
by Canadian firms or Canadian 
branches of U. S. firms, the mini- 
mum duty has been 15 cents per 
pound plus six per cent of the duty 
paid value. Also put into force by 
the defeated Canadian government 
was a magazine tariff of five cents a 
copy which resulted in doubling the 
Canadian newsstand price of many 
publications and naturally reducing 
the Canadian circulation. Time has 


for years carried on the cover the 
wording: “Canadian Price 20 Cents. 
Reason: Tariff.” 


Radio Also Affected 


No tariff on incoming U. S. pub- 
lications has ever been imposed by 
any Liberal government and whether 
the present one will be maintained 
is not as yet known, of course, but 
it is already knéwn that requests 
will be made for its removal. The 
same requests will be made regard- 
ing engravings, advertising photo- 
graphs and the other items men- 
tioned. 

Another branch of advertising defi- 
nitely affected by the political turn- 
over is radio. To date, it is not con- 
sidered probable that the basic pol- 
icy of government control and gov- 
ernment operation of broadcasting 
stations will be altered. But a some- 
what drastic change in the personnel 
of the Canadian Radio Commission 
was forecast even before the election 
and a change in the attitude towards 
sponsored programs is also expected. 
It is thought that whatever change 
might be made in the Canadian reg- 
ulations governing radio advertising 
would probably be dictated by the 
government’s desire to increase the 
revenue from radio advertising and 
reduce the federal expenditures 
under this heading. 


Everett Meyer Resigns 


Everett Meyer, associated with the 
company for the past 23 years, has 
resigned as vice-president and direc- 
tor of P. Lorillard Company, New 
York. Mr. Meyer’s future plans, fur- 
ther than a long vacation, have not 
been made known. 


Ruckelshaus to United 


John G. Ruckelshaus, formerly of 
Motion Displays, Inc., a division of 
Mergenthaler Linotype Company, 
has joined the New York office of 
The United States Printing & Litho- 
graph Company, Cincinnati, O. 


The Printed Page gets attention on an 


average for 1 to 


16 seconds. 


The Radio gets the Ear for 1 or 2 


seconds and thereafter only 


if 


interest is definitely maintained. 


but with NEW SCREEN ADVERTISING 
THE EYE AND THE EAR ARE FOCUSED 


for a FULL 


SIXTY SECONDS 


You'll be surprised to learn how much advertising you 
can entertainingly pack into these one-minute movie 


flashes. 


This eye and ear combination tells more and 


shows more of your sales story than a page of ordinary 
publicity. Because it thoroughly demonstrates merchan- 
dise uses and features, it is doing an amazingly successful 


job. 


We can prove it—by the results achieved for a score of 


prominent advertisers. 
—and see some of the 


Get the actual facts and figures 


motion picture playlets now in 


use. They'll open your eyes—and ears! 


Write for Details and Demonstration 


GENERAL SCREEN 
WRIGLEY BLDG. 


ADVERTISING, INC. 
CHICAGO, ILL. 


PLAY LEADING ROLES 


at D. M. A. A. MEET 


Peter L. Michael, Houston, Billy B. Van, and Guy T. Burroughs, Los Angeles, 
in jovial mood. 


Leonard Raymond, D. M. A. A. president, Henry Hoke, and three of the speakers 
at the “drama of advertising’: Frederick Wertz, John R. Buckley, and Robert T. 
Tate. 


FORESEES GAIN 
IN NUMBERS OF 
PEOPLE OVER 60 


Washington, D. C., Oct. 16.—The 
United States can look forward to 
having a stable population in 25 
years, with twice as many of its 
citizens over 60 years of age as there 
are now, and with age gaining an 
ascendancy over youth in business 
and government, if present trends 
continue, according to a report made 
public today by the National Re- 
sources Committee. 

The report, which indicates that 
these changes will have a wide ef- 
fect on all business, selling and pro- 
duction, was based upon studies by 
state planning boards and_ the 
Scripps Foundation for Research in 
Population Problems. 

Analysis of state populations by 
state planning boards reveals that de- 
creased demand for primary educa- 
tional facilities may be expected in 
some parts of the country, that 
changes to quieter forms of recrea- 
tion may be anticipated, and greater 
shifts in occupational trends may 
take place. 

The studies indicate: 

1. That the population of the 
United States will become stabilized 
about 1960. 

2. That the future population dis- 
tribution will depend in large meas- 
ure upon the development of the 
country’s natural and industrial re- 
sources, 

3. That during the next 25 years 
the proportion of the population over 
60 years of age will be approximately 
doubled. 


Ages Gain Ascendency 


4. That the number of young peo- 
ple under 20 years will decrease in 
about the same amount as those over 
60 will increase. 

5. That occupational characteris- 
tics of the population will change 
and that as the mechanization of 
agriculture and industry increases, 
opportunities for employment in 
such new fields as education, con- 
servation, and recreation and service 
occupations will increase. 

A stationary population will make 
necessary the raising of living stand- 


ards in order to create new markets 
and establish a more secure social 
order, it is stated. In this connec- 
tion it is predicted that the demand 
for goods consumed by older people 
will grow and the demand for goods 
consumed by younger people will de- 
crease. The present tendency in in- 
dustry to reduce the age limit of em- 
ployes will thus require modification. 
The more active types of recreation 
will give way to the quieter types, 
with the probability that youth will 
lose influence in both government 
and business, it is said. 


G-E Céoperates in 
Movies for Dealers 


General Electric Company has be- 
gun a campaign using one-minute 
demonstration films over’ theater 
facilities of General Screen Advertis- 
ing, Inc., Chicago, on a split-cost ar- 
rangement with dealers. The cooper- 
ative plan gives dealers with suffi- 
cient advertising credits an oppor- 
tunity to display 13 one-minute mov- 
ies featuring G-E household appli- 
ances on a weekly basis in local 
theaters. 

General Screen Advertising sup- 
plies the pooled facilities of the 
Alexander, Screenad Exchange and 
Ray-Bell film advertising companies, 
consisting of a coverage of more than 
5,000 contracted theaters. 


New Advertiser 
Names Esty Agency 


Tea Market Expansion Bureau, 
New York, has appointed William 
Esty & Co., New York, to initiate a 
campaign in the United States. The 
client represents tea growers of In- 
dia, Ceylon and Java producing 80 
per cent of the tea for the world 
market. 

The agency has already surveyed 
the market and advertising plans 
will be announced in the near future. 


Y. & R. Add to Staff 


Tom Everett, former radio director 
of J. Stirling Getchell, Inc., Harry 
Vonzell, announcer, and Pat Weaver, 
formerly program manager of KHJ, 
San Francisco, have joined the radio 
department of Young & Rubicam, 
Inc., New York. Mr. Vonzell will con- 
tinue to be heard on some programs 
not handled by Y. & R., but will work 
on their productions exclusively 
when present contracts have been ful- 
filled. 


Hamilton Names Gray 

W. C. Hamilton & Sons, Miquon, 
Pa., paper manufacturers, have ap- 
pointed Jerome B. Gray & Co., Phil- 
adelphia. 


LIGGETT DEFENDS 
ALLOWANCES FOR, 
WINDOW DISPLAY 


New York, Oct. 17.—The point that 
chain store systems have the right to 
dispose of window display space to 
national advertisers at a price com- 
mensurate with its value was made 
here this week by George M. Gales, 
president of Liggett Drug Company, 
before a Congressional sub-commit- 
tee functioning for the Congressional 
committee to investigate chain ac- 
tivities headed by Congressman 
Wright Patman of Texas. 

After explaining that discounts ob- 
tained by the committee were re- 
leased to the public in form which 
did not make clear the fact that cer- 
tain discounts, including free goods 
allowances, were available to all 
dealers, Mr. Gale asserted that com- 
pensation and allowances for win- 
dow and counter displays properly 
have no relation to invoice terms 
but are made in payment of a real 
and definite service. 

“The impression was created by 
the publication of the Liggett Com- 
pany’s advertising arrangements, 
that, because we spent a given 
amount of money in newspaper ad- 
vertising in 1934 and received a 
larger amount of money covering dis- 
play arrangements, we made a profit 
on our advertising,’ said Mr. Gale. 

‘There is no more reason why our 
special display arrangements should 
be considered an offset to advertis- 
ing than that they should be con- 
sidered as an offset to our rentals, 
or that they should be considered an 
offset to the expense of our window 
display department, which costs our 
company $500,000 a year. 


An Unquestioned Right 


“The right of the purchaser in 
large quantities to secure quantity 
prices has been a fundamental prin- 
ciple of American business. The 
right of the retailer having valuable 
advertising space to dispose of it to 
reduce his cost of doing business is, 
I believe, equally unquestioned.” 

Mr. Gale’s testimony brought out 
the facts that the Liggett company 
places its outlets in high spot loca- 
tions, the rentals of which are three 
to four per cent higher than the 
average independent store pays. 

Manufacturers are anxious to place 
window displays in these high spot 
locations in the belief that sales are 
thus stimulated not only at the Lig- 
gett store but at the next outlet, 
regardless of type, at which the con- 
sumer stops, according to Mr. Gale. 

The 452 Liggett stores have 3,000 
suppliers, and window and counter 
display arrangements were made 
with over 100 of them in 1934. The 
compensation to the chain during 
that year was $797,000, or less than 
$18 per store per year per manufac- 
turer with whom arrangements were 
made, he said. 


Continental Agency 


Network to Meet 


Continental Agency Network will 
hold its annual convention in Cin- 
cinnati, O., Nov. 23-24. This affilia- 
tion is comprised of the following 
agencies: 

John Falkner Arndt & Co., Phila- 
delphia, headquarters; Larcher-Hor- 
ton Company, Providence; Hughes, 
Wolff & Co., Rochester, N. Y.; Walker 


& Downing, Pittsburgh; The Fen- 
sholt Company, Chicago; Scott-Te- 
lander, Inc., Milwaukee; Anfenger 


Advertising Agency, St. Louis; Dan 
B. Miner Company, Los Angeles; 
Brewer-Weeks Company, San Fran- 
cisco; Daken Advertising Company, 
Seattle. 


Promote Ryley Razor 

Razor Products Corporation, 
headed by A. G. Ryley, former presi- 
dent of McCaskey Register Company, 
is launching a national campaign on 
its new Ryley Resilient razor which 
features a knee action handle. The 
company formerly manufactured 
safety razor handles only. National 
magazines on the schedule are Eagle 
Magazine, Literary Digest, Outdoor 
Life and Popular Mechanics. Carpen- 
ter Advertising Company, Cleveland, 


handles the account. 
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PICTURE OF DEATH 


Predicts Large 
Gains in Farm 
Income for ’35 


New York, Oct. 17.—Farm in- 
come for 1935 will reach $6,700,000,- 
000, an increase of nearly $400,- 
000,000 over 1934, Poor’s Publishing 
Company has estimated. 

The company credits recovery in 
farm income chiefly to the favorable 
crop. situation, accompanied by 
higher farm prices and AAA benefit 
payments. Necessity for replacing 
old and worn out machinery, as well 
as the effect of deferred buying dur- 
ing depression years, has. also 


spurred machinery sales, the com- 
pany states. 

“With further general improve- 
ment, industry will absorb the cheap 
surplus man power, now available 
to the farmer,” it continued. “This 
will restore the efficiency factor in 
the use of power machinery on the 
farm. With this incentive for in- 
creased power machinery, plus his 
financial ability to buy it, the 
American farmer’s new and replace- 
ment purchases should enhance the 


agricultural machinery industry’s 
earning power. 
Carter Joins “Today” 


Paul S. Carter, formerly of For- 
tune, has joined the Eastern adver- 
tising staff of Today. 


Italian Line’s 
Copy Continues 


New York, Oct. 17.—The Italian 
Line has announced no change in its 
advertising program in American 
magazines, business publications, 
freight publications and metropolitan 
newspapers following President 
Roosevelt’s peace pronouncement 
which warned Americans against 
using Italian vessels. 


Americans Given Warning 


In many newspapers, the Presiden- 
tial message appeared on the same 
page as the Italian Line copy placed 
by Wendell P. Colton Company. It 


urged Americans to take the “mild 
Southern route” to Europe on the 
Rex, Roma or Conte di Savoia. 

Whether any change in the adver- 
tising program in this country is con- 
templated could not be learned. This 
obviously could take several courses, 
that of ignoring the warning, of in- 
serting strongly-worded copy to off- 
set its effects, or of discontinuing the 
program. 


Shipping Men Excited 


New York shipping men in general 
were excited over the President’s 
move, making many comments. Ital- 
ian Line business would not be in- 
jured, some believe. Others said that 
the action indicated the administra- 
tion’s belief that Great Britain will 
take to war. 


This decidedly unusual six-column news- 
paper advertisement is devoted almost 
entirely to a striking likeness of carbon 
monoxide, the circle in the lower corner 
explaining that the huge frame mirrors 
“a picture of carbon monoxide. You 
can't see it! You can't smell it! You 
can't taste it—yet it kills and maims hun- 
dreds of motorists." Guard against it by 
making use of the Cities Service "power 
prover" service, copy urges. 


BAG, CARDBOARD 
WHISKY BOTTLE 
TELL AD THEME 


Philadelphia, Pa., Oct. 17.—An 
unusual folder, shaped like a liquor 
bottle and enclosed in a reai cloth 
bag, has been dispatched to liquor 
outlets by Continental Distilling 
Corporation as a means of drama- 
tizing the “bag test” theme of the 
company’s newspaper effort for 
Cobbs Creek blended whisky. 

The booklet relates the same 
story to be told in the nation-wide 
advertising campaign. Certified pub- 
lic accountants accompanied Cobbs 
Creek men on a tour of leading bars 
in many cities. With them went 
bottles of Cobbs Creek, each con- 
cealed in a cloth bag. 

Bartenders and customers were 
invited to pour themselves a drink 
of any whisky, and then to have a 
drink from a bottle of the whisky “in 
the bag,” and compare the two 
drinks. More than eight out of ten 
men, the accountants attest, picked 
Cobbs Creek as their favorite. 

The cover of the booklet is a 
startling realistic representation of 
a bottle of Cobbs Creek, with the 
exception that the booklet stands 18 
inches high. Several colors, and 
spiral binding are employed, as well 
as stiff cardboard throughout. The 
cloth bag, used as a covering for 
the booklet, bears the words, “It’s in 
the bag.” 

Early in the booklet, there is re- 
produced a letter from the account- 
ing firm which supervised the sur- 
vey. Later pages show the news- 
Papers on the campaign list, and 
proofs of advertisements, all of 
which will illustrate the bottle-fn- 
the-bag test. 

Al Paul Lefton, Inc., Philadelphia, 
has the Continental Distilling ac- 
count. 


Plans Bank Campaigns 


Arthur L. Atwood, Brockton, Mass., 
advertising counsel, is directing a 
six months’ newspaper campaign 
soon to be released by 14 coopera- 
tive savings banks located in Brock: 
ton and surrounding towns. Plans 
are being made for similar cam- 
paigns in other Massachusetts cen. 
ters. 


Gaby in Southern Market 


Gaby Cosmetics, Philadelphia, will 
launch a campaign on Gaby’s sun tan 
lotion in December. The promotion, 
centering around Miami and Palm 
Beach, will use newspapers, outdoor 
and radio, and will continue through 
February. The account is handled 
by Harry Feigenbaum Advertising 
Service, Philadelphia. 


aie 


figures are vastly improved and that the 1936 outlook has something 
more tangible than faith to justify advertising right now. 


| Advertising Offices: New York, 135 East 42nd Street, VAnderbilt 3-2400 
Chicago, 230 North Michigan Avenue, Randolph 1017 
_ Cleveland, 1540 Hanna Building, Main 6232 


109 HATH OCTOBE 


THE ARCHITECTURAL FORUM’S October issue makes news 
on many counts: (1) 230 breath-taking editorial pages; (2) 10954 
pages — more advertising than has run in The Forum or any other 
architectural or building paper since 1931; (3) 13 accounts which 
have never advertised in this field before; (4) 18 accounts which 
have done no magazine advertising in the architectural field for sev- 
eral years; (5) 9 feet of wire used to spiral bind each of these 314 lb. 
October issues; (6) 35,000 copies in the first print order, advance 
orders indicate a “sell out.” 

This is obviously a soul satisfying event from The Forum’s view- 
point but its significance stretches far beyond that. Simply put, it 
means that the most sales minded producers of materials and equip- 
ment are definitely convinced that Building is on the way, that manu- 
facturers of building products have thrown away their red ink bottles, 
that the sales curve is actually heading up, that current building 


The October Small House Number... 
101 Houses...340 pages...$1 a copy. ~~ 


A COMPANION GOOD BET IN DECEMBER 


In every way the December Forum duplicates the October issue as an advertising vehicle. It, too, will 
deal with Small Houses. October covered planning and designing— December covers construction — 
materials — equipment. These issues constitute the most encyclopedic treatment of small houses ever 


put in print. To building professionals, whether they be architects, engineers, mortgage men, operative 
builders or dealers, the December issue will be... 


THE AUTO SHOW OF HOME BUILDING 


Here for the first time will be assembled in complete and organized form the full facts about the new 
methods of building a house. All of the major, desirable techniques on which the Building World will 
focus attention will be there. All the new, major product developments from air conditioning to pre- 
fabrication will be there. The Forum has retained the services of J. André Fouilhoux to augment its 
own staff in organizing this material. 

To manufacturers who wish to re-assert their former position in the building field, to manufacturers 
who wish to introduce new products, to manufacturers who wish to establish new uses for standard 
products, to manufacturers who missed the boat in October, the December FORUM offers as big a dollar’s 
worth as any advertising ever bought in this field. Right now is not one month too soon to start establish- 
ing your place in the 1936 building program. 

Complete plates for the December issue can be accepted at The Forum’s New York office as late as 


November 18th. 


THE ARCHITECTURAL 
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October 21, 1935 


PRICE SITUATION 
INSPIRES P. & G. 
CRISCO CAMPAIGN 


New York, Oct. 15—When the 
small price markers on grocery 
shelves begin to change places, only 
the keenest of shoppers are apt to 
notice the shifts, is the belief of 
Procter & Gamble Company execu- 
tives, who have launched a large 
campaign on just that kind of a 
swing in shortening prices. 

With her attention called to the 
situation, the housewife can quickly 
see how the balance has swung over 
in the shortening field. It was up to 
Procter & Gamble to visualize the 
movement in a dramatic way by 
large insertions in about 200 news- 
papers telling that Crisco prices, by 
remaining stationary while other 
shortenings have advanced, now com- 
prise one of the most economical pur- 
chases in the field. 

“What has happened to shortening 
prices?” is the bold heading of sev- 
eral of the advertisements, which 
vary from 600 to 1,200 lines. Readers 
are invited to check the facts that 
“most cooking fat prices have gone 
up and up . . . but Crisco hasn’t!” 


Lard Prices Up 


In running this special campaign, 
accompanied by a drive in which the 
entire sales force is participating, 
Procter & Gamble seized upon a mar- 
ket situation to give Crisco a great 
lift. The change in shortening prices 
gives the product a vast new poten- 
tial market. 

Numerous factors enter into the 
situation. Probably the foremost are 
the effects of the Agricultural Adjust- 
ment Administration’s program. Or- 
dinarily lard has wavered close to 15 
cents a pound. Crisco held at 22. 
Now, the restriction upon hog pro- 
duction has raised lard to approxi- 
mately 24 cents. This is the first 
time since the war that lard has cost 
more than Crisco. The drought last 
year also fostered the higher price 
of lard. 

Heretofore, many women have used 
Crisco only on rare occasions. The 
pantry supply was touched only when 
a baking job of more than the usual 
importance was under way. Lard 
and butter were kept on hand for 
general use. Under present circum- 
stances, Crisco prices are such that 
the product falls into the classifica- 
tion of all-purpose shortening, the 
company believes. 

In most cases, the Crisco price 
copy appears weekly. The territory 
covered is mainly the north and east- 
ern part of the country. Prepara- 
tions to stage the drive were handled 
rapidly. Blackman Advertising, Inc., 
is the agency. 

This is the first newspaper cam- 
paign to be run on Crisco since an 
offer made a year or so ago featur- 
ing two cans at slightly more than 
the price of one. While the price 
situation is being stressed currently 
in newspapers, the Crisco magazine 
copy is appearing without departing 
from its established course. 

Shoppers are taken right into the 
grocery store in the special cam- 
paign copy. Photographs show 
women, sometimes in pairs, discus- 
sing the trend with their grocers. 
The text repeatedly urges women to 
ask their grocers “what has hap- 
pened to shortening prices.” Typical 
copy reads: 

“Today Crisco, the finest of all 
shortenings, probably doesn’t cost 
any more than ordinary cooking fats. 
In fact—if you buy Crisco in the big 
three-pound can—it may even cost 
you less. . . your family can enjoy 
your cooking at its best—light flaky 
pies, crisp fried foods, feathery cakes. 
For Crisco is made only of the purest 
vegetable oils.” 


S. Lentz Promoted 


S. Lentz, general manager of 
Browne Vintners Company, Inc., dis- 
tributor of White Horse Scotch 
whisky, has been appointed vice. 
president of the company. 


AT MAJOR MARKET NEWSPAPERS' SESSION 


Henry R. Schaffner, Brush-Moore Newspapers; Paul Morgan and H. H. Bredlow, 
Canton, O., Repository; and Carl Sundberg. 


Bell & Howell Appoints 


Bell & Howell Company, Chicago, 
Inc., has opened an office at 1105| has appointed Henri, Hurst & Mce- 
Rhodes-Haverty Bldg., Atlanta, Ga.,| Donald, Inc., Chicago, for advertis- 
ing of its motion picture equipment. 


McGraw-Hill in South 


McGraw-Hill Publishing Company, 


in charge of Ralph Maultsby. 


Keith Company 
To Advertise 
New Shoe Line 


Brockton, Mass., Oct. 17.—A new 
high-style line of women’s footwear 
for next spring has been announced 
by the Geo. E. Keith Company, maker 
of Walk-Over shoes. The new line 
will be advertised nationally. 

Decision to make the new style 
line was prompted by the company’s 
success with its new $8.50 line of 
shoes, placed on the market about a 
year ago. 

The new line, which will be dis- 
tinct from the company’s walking, 
sport and arch type shoes, will be 
made by the Delmac process, which 
effects a light, single sole. The pro- 
cess has not heretofore been used 
in the Brockton district. 


Styles will include sandals, high- 
heel round and square toe types, 
pastel colors in suede kid, and other 
novelty leathers, 


Armco Returns to Air 


American Rolling Mill Company, 
Middletown, O., will resume its radio 
activity Oct. 28 with the Armco Iron- 
master program featuring the Armco 
band, and news of current industrial 
developments by Bennett Chapple, 
vice-president of the company. The 
program will be broadcast each Mon- 
day at 10 p. m. EST over NBC’s Blue 
network, 


Auto Show Canceled 


The 20th annual Pacific Auto 
Show scheduled for San Francisco 
Nov. 2-9 has been canceled because 
of the mechanics’ strike now in ef- 
fect in San Francisco which has re- 
sulted in closing of shops, service 
and parts departments of dealer 
members of the Motor Car Dealer 
Association. 
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U. S. Clarifies 


- Regulations on 
Securities Ads 


Washington, D. C., Oct. 16.—The 
Securities and Exchange Commission 
has announced amendments to the 
newspaper prospectus rule which 
specifies information that must be 
contained in advertisements by seas- 
oned corporations registering issues 
on form A-2 under the securities act 
of 1933. The amendments are de- 
signed to simplify and clarify the 
section. 

If corporations wish to include in 
the advertisement matter not de 
manded by the commission, such in- 
formation may be used in condensed 
form instead of including all of the 
details called for by the registration 
statement itself, one of the new pro- 
visions states. 


The amended prospectus calls for 
a brief statement as to the general 
type of business done and intended 
to be done by the registrant and its 
subsidiaries and a statement of the 
principal type of property. 

The advertiser may also omit 
much detailed financial information 
concerning securities registered, pro- 
vided that a statement is made as 
to whether additional securities may 
be issued under the indenture. 


Reports Study. 
Of Agencies’ 
Use of Funds 


New York, Oct. 17.—Forty-one of 
a group of 71 advertising agencies 
spent the bulk of their clients’ 1934 
advertising appropriations in news- 
papers, the Bureau of Advertising 


of the American Newspaper Publish- 
ers Association has announced, fol- 
lowing a recent survey. 


Reports Show 1934 Expenditure 


The Bureau has tabulated reports 
from 71 agencies, giving the 1934 
percentages spent by each agency 
in leading advertising mediums. 

The tabulation showed that 16 of 
the 71 agencies spent most of their 
clients’ advertising funds for 1934 in 
magazines, and two favored radio 
over other mediums. Six agencies 
used trade, business, or farm papers 
predominantly, and one spent the 
bulk of its billing in outdoor adver- 
tising. 

Thirty-one agencies reported the 
dollar volume of their 1934 expendi- 
ture, in addition to percentage fig- 
ures, making it possible to deter- 
mine an average division of expen- 
diture within this group. 

The combined billing of these 31 
agencies was apportioned as fol- 


lows, according to the bureau: 
newspapers, 53 per cent; magazines, 
24.6 per cent; radio, 7.2 per cent; 
outdoor, 4.8 per cent; trade, farm 
periodicals, 3.5 per cent; mail, 
dealer helps, etc., 6.9 per cent. 


Newspapers Are Favored 


“It is apparent,” the bureau de- 
clared, “that these figures are more 
favorable to newspapers’ than 
would be the case if all agencies had 
supplied this information. The Bu- 
reau’s analysis of 1934 expenditures 
among five leading mediums, based 
on estimates covering 367 national 
advertisers, showed that news 
papers received 46.7 per cent of the 
aggregate expenditure; magazines, 
32.5 per cent; chain broadcasts, 12.2 
per cent; and outdoor, 7.7 per cent.” 

The study is being made avail- 
able to Bureau members and agen- 
cies which cooperated in the survey. 
It is not being given general dis- 
tribution. 


— Read every week by more than 2,400,000 Active-Minded Families — THE CROWELL PUBLISHING COMPANY e¢ 250 Park Avenue, 
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Wiro are these people you see 
driving 200 miles to a football game 
..- who think no more of traveling 
400 miles to cheer a derby winner 
than walking ’round the corner for a 
pack of cigarettes? 

They’re that eager segment of Amer- 
ica with an appetite for action. And 
their enthusiasm is just as ready for 
the new product, the better way, the 
daring idea. 

Every week, Collier’s packs 2,400,- 
000 of these going, doing people (and 
their families) into a single stadium. 
Collier’s gives them action. Stories that 
get off to a fast start and thunder down 
the stretch. Punch-packed articles that 
don’t wear 16-ounce gloves. Editorials 
that call the plays as they see them — 
without bias or fear. 

Here is proof that Collier’s clicks 
with active people who are going 


places. In a survey conducted at the 
San Diego Exposition, Indianapolis 
Speedway, National Open Golf Cham- 
pionship, Forbes Field, Newark Air- 
port, a Princeton Track Meet—at 17 
such events, Collier’s was voted first 
by a 26 per cent margin over the weekly 
that was second choice. Mighty re- 
vealing. Because the same eager urge 
that sends these men and women click- 
ing through turnstiles, sends them into 
stores and display rooms. 


And that’s what makes these Collier’s 
readers the active, the won’t-wait mar- 
ket. The market where more and more, 
advertising reaches its goal by 
quick, ground- gaining forward- 
passing rather than by laborious line- 
bucking. The reason why the adver- 
tising linage scoreboard shows a 
bigger gain for Collier’s in 1935 than 
for any other weekly. 


Collier's 


The /Wchive larkhall 


© 1985, The Crowell Publishing Co. 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 829. Women Who Are Buying 
in Department Stores. 


In this study by Good Housekeep- 
ing, 20,312 interviews with women 
customers in 231 departments of 14 
stores in 14 cities reveal the answers 
to two questions: “What magazines 
do you yourself read regularly?” and 
“Of these magazines is there any one 
in whose advertising pages you have 
particular confidence?” 


No. 830. Everyone in St. Louis Has 
Heard This One... . 


“This is Station KMOX, the Voice 
of St. Louis” .. . giving the find- 
ings of telephone research operators 
who made more than 15,000 calls be- 
tween 7 a. m. and 10 p. m. daily, and 
9:30 a. m. to 10 p. m. on Sunday to 
provide a breakdown of St. Louis 
listening habits. 


No. 831. How the East Meets the 
West in Beauty Shop Sales. 


Issued by The American Hair- 
dresser, this folder tabulates net 
receipts of beauty shops as compared 
with population figures in 190 cities, 
and shows the concentration of the 
publication’s coverage in these profit- 
volume city markets. 


No. 832. The Income Factor in Re- 
lation to Commodity Use and 
Ownership. 


Published by the division of mar- 
keting and research of Macfadden 
Publications, this analysis covers 
data on electricity for lighting, gas 
for cooking, bathtubs and showers, 
automobiles and mechanical refrig- 
erators. From this data is shown 
the ability of an income class to 
absorb a given number of units, the 
saturation of the group so far 
reached, and the undeveloped poten- 
tial within the group. The study in- 
cludes Austin, Tex., Fargo, N. D., 
Portland, Me. and Columbia, S.C. It 
is an outgrowth of the studies made 
by the Department of Commerce. 


No. 809. Facts on Export Advertis- 
ing. 

This booklet, issued by the Asso- 
ciation of International Publishers’ 
Representatives, gives in detail im- 
portant points on international ad- 
vertising and marketing practices, 
and foreign market statistics, as well 
as a list of individual representatives 
and their publications. 


No. 810. The American Hairdresser 
Beauty Field Census Chart. 
Compiled by American Hairdresser 
from U. S. Census figures released 
May, 1935, this chart gives a graphic 
picture of the distribution of the 
$116,795,000 receipts of beauty shops 
in 1933. A table is shown which gives 
in handy alphabetical form, by states, 
the net sales volume of beauty shops, 
percentage of U. S. total, and Amer- 
ican Hairdresser circulation by states 
and percentage of total circulation. 


No. 811. Case Histories of Packaging. 


The importance of the right paper 
for creating packages that produce 
permanent sales increases is told in 
this folder issued by Riegel Paper 
Corporation. Case histories of the 
packaging problems of various manu- 
facturers are given, with solutions of 
the problems and reasons for the 
adoption of changes in package de- 
sign. 


No. 804. Midwest Farm Papers Mar- 
ket Data. 


The 21,594,712 people living in the 
midwest states are neatly pigeon- 
holed in this data compiled by the 
research department of Midwest 
Farm Paper Unit, Inc. Population 
distribution is given in racial and 
national groups, and numbers, as 
well as percentages, of population 
are shown for farms, villages, towns 
and cities. 
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ADVERTISING AGE 


October 21, 1935 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Oct. 22 

The Piso Company, for Piso cough 
syrup. New. Tuesday and Thurs- 
day, 12:15 to 12:30 p. m., EST, over 
WOR, WGN, WLW, CKLW, WCAE, 
WAAB and WGAR. Originates at 
WOR, Newark. Agency, Aitken- 
Kynett Company, Philadelphia. 


Oct. 25 
Roger & Gallet, for soap and cos- 
metics. New. Friday, 8:15 to 8:30 
Pp. m., EST, over 18 stations of the 
NBC Blue network. Originates at 
WJZ, New York. Agency, Marschalk 
& Pratt, Inc., New York. 


, a 


The Kellogg Company, for Pep 
cereal. Renewal. “Kellogg College 


Prom.” Friday, 8:30 to 9 p. m., EST, 
over 26 stations of the NBC Blue 
network. Originates at WJZ and 
Hollywood. Agency, N. W. Ayer & 
Son, Inc. 


Promotional 


Volume Is Up 


Chicago, Oct. 17.—Promotional ad- 
vertising volume in the advertising 
field increased in September to 249,- 
718 lines, a tabulation released today 
indicated. This was a gain of 9.4 
per cent compared with September, 
1934, and an increase of 14 per cent 
compared with August. 


Newspapers continued to hold a 
substantial margin of leadership in 
volume of advertising used. They 
accounted for 83,538 lines, or 33.4 
per cent of the total. Magazines 
used 55,552 lines, 22.2 per cent of the 
total lineage run. 

Other classifications were repre- 
sented by the following lineage: 
business papers, 21,266; advertising 
production, 19,642; radio, 15,750; 
paper, 11,998; farm papers, 8,806; 
advertising agencies, 8,568; signs and 
displays, 3,612; outdoor advertising, 
2,142. 

The analysis was based on the ad- 


vertising carried in the six general 
advertising publications, as follows: 


Lines 
Advertising Age (W.)........ 112,168 
Advertising and Selling (b.w.) 38,794 
Printere’ BWR. CW.) ooo occccccce 40,264 
Printers’ Ink Monthly....... 18,102 
Sales Management (b.w.).... 23,184 
pf terre rere 17,206 


Capper Dailies Make 
Shifts in Personnel 


J. Felix Morris, formerly national 
advertising manager of the Kansas 
City Kansan, and Kansas City rep- 
resentative of Topeka Daily Capital, 
has been named Chicago representa- 
tive of these papers and radio sta- 
tion WIBW, with headquarters at 
Capper Publications, 180 N. Michigan 
Ave. Mark Jones, local advertising 
manager of the Kansan, will assume 
Mr. Morris’ former duties. 

H. L. McKee, formerly in the ad- 
vertising department of the Topeka 
Daily Capital, has joined the local 
staff of the Kansas City Kansan, of 
which Wendell Braun has become 
local advertising manager. 


Taplinger Appointed 

Thomas H. Sabin, director of the 
radio division of the Republican Na- 
tional Committee, has appointed 
Robert S. Taplinger, Inc., New York, 
to handle radio publicity activities of 
the organization. An extensive radio 
campaign is planned. 


ight over the old “HOME PLATE” 


@ We've been “putting it over” for 
Wheaties in Cleveland... yes, and 
into the “home plate”’ of thousands 
who go for sports as well as breakfast 
foods. In fact, Wheaties, sponsoring 
the regular broadcasting of Indian 
baseball games, have climbed from 
fifth to second place in the cereal 
league standings. And that from the 
famous Parent-Teachers’ Associ- 
ation ‘‘Pantry Survey’’ made 


ELLIS VANoerPYL 
whose daily Sports Flashes 
helped win a $200,000 busi- 
ness increase in a single year 
for a local clothier. 


tga Tie , a 
4é 
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annually by a local newspaper. 

Aired over our wave recently have 
been Mel Harder, ace pitcher, who 
drew more than 10,000 entries in a 
sponsored contest...the All-Star 
game played in Cleveland’s giant 
stadium ... Lawson Little’s smashing 
victory in the National Amateur... 
the Baer-Louis battle... official 
weekly programs of golf and amateur 
baseball associations. We could go on 


MEL HARDER 
---his “baseball twisters” 
‘ contest sent more than 
7 10,000 auto-drivers station- 
ward to try a new gasoline. 


Hee Cae eS 


Member N. B.C. 


ie a ee ee 
LEVELAND’S FRIENDLY STATION” — 


Blue 
John F. Patt, Vice President and General Manager rd 
_ Edward Petry & Co., Inc., National 


and on... could tell of the commer- 
cial possibilities offered by football, 
hockey and basketball programs now 
coming up, ready for sponsorship. 

But, before we let our modesty run 
away with us, we're doing a sign-off. 
This is WGAR, suggesting that all 
advertisers who wonder what on 
earth to do about Northern Ohio 
sales, consider well the sports features 
of Cleveland’s Friendly Station. 


BOB EVANS 
...8on of the famed Billy. 
’ Play-by-play or resume, he 
thrills listeners with sports 
from baseball to hockey. 
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FARRAR WRITHES 
OVER BRUTALITY 
OF RETAIL COPY 


‘Vulgar’ Use of Type Draws 
Heavy Fire 


Chicago, Oct. 16—A stinging re- 
buke was administered to news- 
papers at yesterday’s luncheon of 
the Newspaper Advertising Execu- 
tives’ Association by Gilbert Farrar, 
of American Type Founders Com- 
pany and Conde Nast Press, who 
alleged that the dailies are not only 
many decades behind the times in 
their own typography, but have 
failed in their duty as mentors to 
retail advertisers. 

Mr. Farrar predicted that there 
will soon be an “optical explosion” 
with enterprising newspapers break- 
ing away from tradition in the use 
of type. 


Uses Forceful Language 


Using language as forceful as the 
type which aroused his ire, Mr. Far- 
rar displayed what he described as 
horrible specimens of newspaper ad- 
vertising. Referring to one full-page 
advertisement of a food advertiser 
who indulged an appetite for bold 
black capitals in shouting his offer- 
ings to the housewife, Mr. Farrar 
said that “if this advertising sells 
food, the food is terrible.” “Brutal, 
vulgar and an insult to the intelli- 
gence” were other adjectives he 
hurled at the offending copy. 

He recommended the wider use 
of Garamond in advertisements di- 
rected to women, calling this face 
informal and delicate. Italics, he 
commented, are used for emphasis 
only by morons. Copywriters who 
know their English are not com- 
pelled to resort to this time-honored 
device, but command attention by 
the virility of their words. 


Scores Price Advertising 


Price advertising, he continued, is 
stupid, as “nobody buys on price 
any more.” In the national adver- 
tising field, he said, H. J. Heinz 
Company has proved the truth of 
this assertion, outselling many low- 
er-price soups so decisively that their 
manufacturers are in a panic. 

“Have your retail advertisers talk 
to their customers in type the way 
they talk over the counter,” he 
urged. “Noise alone doesn’t mean 
anything.” 

As for borders, Mr. Farrar con- 
fessed his inability to understand 
why retail advertisers continue to 
pay for them when publishers will 
donate them. 

Most of the retail advertising of 
today is remarkable only for its lack 
of enthusiasm and ideas, obviously 
being written by men and women 
confronted with the task of filling a 
lot of space and being intimidated 
by the prospect, he said, and too 
much space is devoted to loss lead- 
ers, which causes the users of the 
advertising to complain that adver- 
tising doesn’t pay any more. 


Should Be a Symphony 


“Advertising should be a sym- 
phony, with the vehicle unperceived 
by the reader,” said he. Un- 
fortunately, most retail advertising 
is set in the type faces that happen 
to be running on the linotypes at the 
moment, he asserted. 

Urging the need for a Kettering 
in the type field, Mr. Farrar advised 
the newspaper men to have special 
typesetters for small advertise- 
ments, if it is impossible to do this 
for the big ones. This is the only 
chance to develop small advertisers 
into big ones, he believes. 

If advertisers cannot be induced 
to refrain from black type, they can 
at least be taught to give it breath- 
ing space, he suggested. The edi- 
torial pages of newspapers are far 
ahead of the advertising section, he 
asserted. Many of the feature pages 
could be given a signature and run 


as advertising which would be far 
superior typographically to those 
which start out to sell. 

He concluded with a plea for a 
chance for youngsters who have no 
preconceived ideas as to the use of 
type and are willing to try anything. 
The result, he believes, would be a 
vast improvement over the present 
advertising pages. He paid a tribute 
to advertisers in The New Yorker 
for wise use of type. 


W 


CLEVELAND 


The Home Town 
Verdict 


LOCAL advertisers are 
expert judges of the rela- 
tive values of the advertis- 
ing media in their commu- 
nity. They have to be. Their 
judgment on Cleveland ra- 
Fee is summed up in this 
act: 


CLEVELAND LOCAL AD- 
VERTISERS ARE SPENDING 
MORE DOLLARS WITH 
WHE IN 1935 THAN WITH 

THER 


These advertisers know 
that WHK has the right au- 
dience as it is Cleveland's 
Columbia Network station. 
It has the right power to 
cover fully the Greater 
Cleveland market. It has 
the right rate—no more 
than for a less powerful 
station. 


Ask us or any Free & 
Sleininger office for the 
complete story. 


1311 Terminal Tower, 
Cleveland, Ohio 


H. K. CARPENTER, Gen. Mgr. 
C. A. McLAUGHLIN, Sales Mgr. 


FREE & SLEININGER, Inc., 
National Representatives 


IT TAKES 
PROGRAMS! 


As a member of NBC 
basic Red Network, WHIO 
went on the air February 9, 
1935. Network features, 
combined with local show- 
manship, soon made WHIO 
Ohio’s new radio favorite. 
Now as a member of both 
the basic Red and Blue Net- 
works of NBC, WHIO offers 
advertisers an increased 
audience at no additional 
cost. 


39 S. LUDLOW. DAYTON, OHIO 
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HITS NATIONAL 
RATE ON LOCAL 
RETAILER COPY 


Inland Daily Press Hears 
Sears, Roebuck Adman 


(Continued from Page 1, Col. 2) 


the “excess” charge on some mer- 
chandise in a local store, he said, is 
that as yet newspapers have not 
granted the customary 15 per cent 
agency discount, the ten or 15 per 
cent special representative discount 
as well as the discount for prompt 
payment off the national rate when- 
ever it is charged against the local 
advertiser. 

The result of establishing national 
rates for certain mechandise sold by 
local merchants, is that several or- 
ganizations are reducing, as_ they 
ean, the advertising lineage devoted 
to items which the newspapers say 
will take the national rate, he said. 

“Circulars are being used more ex- 
tensively to give big space to the ad- 
vertising of the items the newspapers 
have declared to be national items,” 
Mr. Richards continued. “Here, also, 
the radio may be introduced into the 
picture, because as yet there is no 
discrimination against a local adver- 
tiser by radio regardless of what 
items the local advertiser may want 
to put on the air.” 


Would Cause Losses 


With a decline of local merchants’ 
advertising in newspapers will come 
a drop in other advertising, since 
“national manufacturers won’t have 
to use so much of your space to com- 
pete with Sears,” he asserted, 

Sears operates on a percentage to 
sales basis in its advertising, and as 
it makes more sales, has more money 
for its advertising, Mr. Richards 
pointed out. More money was spent 
on Sears advertising in 1934 than in 
1933 and indications are that Sears 
will spend more in 1935 than it did 
in 1934 because its business is ap- 
proximately 25 per cent ahead of last 
year, he said. Sears spent more than 
$9,000,000 in newspapers last year. 

Selection of advertising mediums 
is left very largely in the hands of 
Sears retail store managers, Mr. 
Richards said. The national office 
approves retail advertising contracts 
of all kinds only to guard against 
any store manager obligating himself 
on contracts beyond his ability to 
pay. Sears deals with about 850 
newspapers, he said. 

Mr. Richards stressed his prefer- 
ence for the monthly earned rate 
type of contract. Sears has had 
fewer arguments on the part of the 
store managers with papers offering 
this rate than with papers offering 
the weekly minimum requirement or 
the yearly bulk rate classifications. 


Cites Shopping News 


The greatest competition to the 
newspaper is the shopping news, 
“usually the child of dissatisfaction,” 
Mr. Richards averred. During the 
past eight or ten months a promoter 
has been traveling throughout the 
Eastern part of the United States 
organizing shopping news publica- 
tions, he pointed out. To avoid de- 
sertion of advertisers, he said, satis- 
factory contracts are necessary. 

A vigorous discussion of the May 
report of the special newspaper com- 
mittee, which investigated workings 
of the Audit Bureau of Circulations, 
closed the convention. 

The report, which caused wide- 
spread comment, declared in part 
that paragraph 8 of the newspaper 
form deals only with net paid circu- 
lation under the strictest possible in- 
terpretation, while in three other 
publisher forms, for magazines, farm 
papers, and business papers, para- 
graph 8 is for average total distribu- 
tion, including free copies. 

Verne Joy, publisher of the Cen- 
tralia, Ill., Sentinel, Inland board 
chairman, and a member of the com- 
mittee, supervised erection on the 
convention floor of reproductions of 


IOWA AND WISCONSIN PUBLISHERS AT INLAND CONCLAVE 


Left to right: Don Anderson, and A. M. Brayton, Wisconsin State Journal, Madison; H. K. Page, Baraboo, Wis., News-Repub- 
lic; John Huston, Ottumwa, la., Courier; W. R. Jaeger, Waukesha, Wis., Freeman; W. K. Rogers, Mt. Pleasant, la., News. 


the four audit forms, and presided 
over the ensuing discussion. 


Want Fair Interpretation 


J. Noel Macy, publisher of the 
Yonkers, N. Y., Herald Statesman, 
and other papers, charged that under 
the present system of A. B. C. audits 
for various mediums, newspapers are 
in the same position as a manufac- 
turer of sterling silver, attempting 
to compete with a number of manu- 
facturers of plated silver, who label 
their products “sterling silver.” 

Various speakers, several of them 
members of the committee, asserted 
that newspapers were not seeking 
special advantages, but were attempt- 
ing to secure only a just standardiza- 
tion of A. B. C. forms, to the end 
that an advertiser would not be mis- 
lead as to what is included in net 
paid circulation figures. 

Robert T. Tate, Western manager 
of the Bureau of Advertising of the 
American Newspaper Publishers’ As- 
sociation, described a Bureau survey 
of reading and buying habits of al- 
most a million families in 15 cities, 
in an address Tuesday. 

He declared that the survey showed 
that 87.5 per cent of these families 
read one or more of the 35 daily 
newspapers circulated in the 15 
cities, compared with 47.6 per cent 
reading one or more of the 17 leading 
magazines. 


Alcohol Makers 
Schedule Co-op 
Poster Effort 


New York, Oct. 17.—Manufacturers 
of denatured alcohol for use as an 
anti-freeze in automobile radiators 
will stage a cooperative outdoor 
poster campaign this year, stressing 
safety and the absence of danger 
from “poisonous fumes.” 

The poster campaign for the prod- 
uct, which the industry claims now 
draws 75 per cent of the anti-freeze 
business, will be national. The par- 


ticipating companies, and _ their 
brands are: 
American Distilling Company, 


Frost Check; Commercial Solvents 
Corporation, Ajax; Empire Distilling 
Company, Empire Brand; Pennsyl- 
vania Alcohol Corporation, Quaker 
Brand; Publicker Commercial Alco- 
hol Corporation, Thermo; Puerto 
Rico Distilling Company, Tempo; 
and U. S. Industrial Alcohol Com- 
pany, Pyro. 

In addition to the joint poster 
drive, each participating company 
will intensively promote its individ- 
ual brand. Their products, they will 
assert, do not form gum in motors, 
do not leak out of loose fittings or 
into the engine, do not disintegrate 
chemically while in the cooling sys- 
tem and are economical. The safety 
theme will also be emphasized. 

The outdoor campaign will be di- 
rected by Platt-Forbes, Inc., with T. 
F. Cosgrove, vice-president of the 
agency, as account executive. 


Texas Agency Expands 


Franke-Wilkinson-Schiwetz, I n c., 
Houston, Tex., has established a 
branch office at 504 South Texas 
Bldg., San Antonio, in charge of C. 
C. Clarke. 


Moves Office, Appoints 


The Correct English Magazine has 
moved its business office from 1742 
Asbury Ave., Evanston, IIll., to 549, 
W. Washington St., Chicago. Clay 
Seipp, formerly of Child Life, has 
been named circulation manager. Ad- 
vertising representation continues 
with Harley Ward, Inc., Chicago. 


Guerlain Head Returns 


Bernard d’Escayrac, formerly 
head of the American branch of 
Guerlain, Inc., perfumers, has _ re- 
turned to this country from Paris to 
resume his duties as vice-president 
and general manager of the company. 
The account is handled by Pedlar & 
Ryan, Inc., New York. 


Hartnett Promoted, 
B. & W. Staff Shifted 


T. V. Hartnett, vice-president of 
Brown & Williamson Tobacco Com- 
pany, Louisville, Ky., has been 
named executive vice-president, suc- 
ceeding the late George E. Gary. J. 
C. Williams, Chicago, sales manager 
for the Midwest area, has become a 
director and sales manager, with 
headquarters at Louisville. 

The Midwest zone will be divided 
between W. J. Hoar, formerly at 
Minneapolis, and Louis Bahach, Kan- 
sas City. 


Florida Names Agency 
for Citrus Campaign 


The Florida Citrus Commission, 
created to direct disbursement of an 
estimated $300,000 to $400,000 to ad- 
vertise the state’s citrus fruit group, 
has appointed Ruthrauff & Ryan, Inc. 
The business was solicited by 32 
agencies. 

The agency’s Tampa office, in 
charge of Albert S. Whidden, will 
service the account under the super- 
vision of Joseph R. Busk, of the New 
York office. 


Joins Universal Match 


Charles L. Gould, former assistant 
to W. P. Houchin, general promotion 
manager of the Cleveland News, has 
joined the Chicago office of Universal 
Match Company. 


Gone is the itinerant 
German Band, not 
because the species 
has become extinct, 
butbecausetodayone @® 
prefers to tune in ona 
Ben Bernie or listen 
to the rhapsodies of 
Whiteman. 

The “Brass Band” of 
‘95 won't do in ‘35. 


MACHINE 
DESIGN 


... completely blankets the 
field of Machine Designing. 
It is read by the chief en- 
gineers and designers of 
more than 6200 plants that 
build machines for sale 
—a readership of 25,000. 


BE THERE ON TIME 
with 


i 
TOO LATE 


the Un finished SF, ymyhony beats a tetreat 
MODERN TEMPO 


E real mother of invention is not 


necessity, but competition. The press 


for progress plus the engineer's skill results 
in the constant designing and development 
of new and better machines. 


From adding machines to gigantic power 
presses the designers of machinery are 
steeped in the intricate problems of creation 
and development. 


From early in the morn of designing to 
the eve of production, the chief engineers 
and designers of the 6200 plants building 
machines for sale have in MACHINE DESIGN 
their one and only professional journal. 


As an advertiser of parts, materials, 
finishes or equipment, this reader- 
ship has exceptional values for you. 


MACHINE DESIGN 


PENTON BUILDING, CLEVELAND, OHIO - 
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GORHAM STARTS 
PROMOTION OF 
OLD PATTERNS 


Providence, R. I., Oct. 17.—The 
Gorham Company’s nationwide ad- 
vertising campaign for its “inactive 
pattern” plan, by which owners of 
Gorham sterling silver may econom- 
ically purchase additional pieces in 
old or recent patterns, has drawn 
enthusiastic response from homemak- 
ers. 
The current campaign uses large 
space in Good Housekeeping, Har- 
per’s Bazaar, House Beautiful, Town 
and Country, and Vogue. Newspaper 
mats were also dispatched to jewel- 
ers. 

Co-operation of sales persons in 
jewelry stores was enlisted with the 
opening of a special contest. Valuable 
prizes will be given for highest sales 
figures in various classes of stores. 

Since 1831, when Jabez Gorham 
first began to make sterling ware, 
the Gorham Company has been turn- 
ing out sterling in more than 150 
patterns. In those 104 years, more 


EXPOUNDS TYPE THEORIES TO ADMEN 


ee 


G. P. Farrar, American Type Founders Sales Company (book in hand), a speaker 

at the Newspaper Advertising Executives Association meeting, explains a point to 

Davis Merwin, Minneapolis Star; Roy M. Howk, Joliet Herald-News; and F. B. 
Hurd, Providence Journal and Bulletin 


than $250,000,000 has been invested 
in Gorham patterns. Most of these 
services are incomplete, representing 
quantities of fours and eights. 

To obtain extra pieces of a pat- 
tern, if the pattern was one of the 
many patterns which have become in- 
active, it was formerly necessary for 
the customer to pay a die charge of 
$6 for each item. Thus a high bar- 
rier was placed in the way of sales 
of extra pieces for sets. 

In December, 1933, Gorham abol- 


ished the die charge. The special 
orders were filled twice each year, 
the deadline for orders being the end 
of January and the end of June with 
deliveries about three months later. 
Grouping of orders made possible 
profitable production of the items. 
The resulting business was consid- 
erable. But sales in proportion to 
outstanding Gorham patterns showed 
that the market had been scarcely 
tapped. The present campaign was 
then launched to cultivate this busi- 


FIRST 


IN PHILADELPHIA 


in Circulation 


The 677,135 Sunday circulation of The Phila- 


delphia Inquirer sets a new high mark—a 
peak never before attained by any newspaper 
in Pennsylvania. It goes into fully 150,000 
more homes than any other Philadelphia 
newspaper, Sunday or daily. Its daily circula- 
tion of 278,360 is far greater than that of any 
other morning newspaper in Pennsylvania. 


in Total Advertising 


The Philadelphia Inquirer during the first 


nine months of 1935 printed the greatest 
volume of paid advertising in the city of 


Philadelphia. 


in General Advertising 


General advertisers for the first 9 months of 
the present year used more space and spent 
more money in The Philadelphia Inquirer 
than in any other newspaper in Philadelphia. 


Che Philadelphia Anquirer 


“Pennsylvania’s Greatest Morning Newspaper” 


NEW YORK 
H. A. McCandless 


60 East 42nd Street 


CHICAGO 


Guy S. Osborn, Scoiaro 
Meeker, Inc. 
360 N. Michigan Avenue 


DETROIT 
Guy S. Osborn, Scolaro & 
Meeker, Inc. 
General Motors Building 
& BOSTON 


ST. LOUIS 


C. A. Cour 
Globe Democrat Building 
SEATTLE LOS ANGELES 


SAN FRANCISCO 
R. J. Bidwell Co. 


“Newspaper Advertising 1s Point-of-Shopping Advertising” 


ness intensively, to create a perma- 
nent replacement business under a 
plan which virtually makes every 
Gorham pattern an open stock affair. 

The magazine copy presents “1935's 
most valuable coupon.” In return 
for filling out the coupon, the home- 
maker will be given a free sterling 
gift, a lemon or pickle fork retailing 
at $2.50. 

The coupon asks for this informa- 
tion: name and address, name of 
Gorham sterling pattern owned, list 
of pieces owned, whether the set was 
bought or received as a gift or in- 
herited, and the name of the respond- 
ent’s jeweler. 

Advertising states that the fork 
will be given to those receiving or 
buying Gorham sterling between 1831 
and 1931. This period was selected 
in order to contact owners of older 
sets as well as to emphasize Gor- 
ham’s more than 100 years in busi- 
ness. 

Coupons have deluged Gorham of- 
fices to the extent that 30 additional 
clerks have been placed on the pay- 
roll. Upon receipt of a coupon, Gor- 
ham sends a letter to the customer 
asking her to call at her jeweler’s, 
where the gift awaits her. If her 
pattern is an active one, a price list 
of various pieces is enclosed. If it 
is an inactive one, a printed piece 
explains how she may acquire addi- 
tional pieces at no extra cost. 

At the same time, a letter of notifi- 
cation is sent to the jeweler, stating 
that the woman will call, and urging 
the jeweler to take full advantage 
of the sales possibilities of the visit. 

In the magazine copy, emphasis is 
placed upon mismatched silverware, 
and the housewife is urged to trade 
in unwanted pieces and concentrate 
upon one pattern. Satisfactory re- 
sponse to this suggestion is reported. 

Thirty window displays have been 
sent on a nation-wide tour of dealers’ 
windows. The display, built in the 
form of a large question mark, fea- 
tures 27 active patterns and 33 inac- 
tive patterns, and asks, “Is Yours 
Here?” 

Direct mail has been tied into the 
plan, through an offer to dealers of a 
colorfully illustrated letter to be sent 
to customers. 

Paul F. Donelan, Gorham advertis- 
ing director, is in charge of the ac- 
tivity. 


Radio Revenue 
Still ‘‘Small,’’ 
Caldwell Says 


Springfield, Mass., Oct. 15.—Despite 
its phenomenal growth in recent 
years, radio is still far behind the 
newspapers of the country in total 
advertising income, Dr. Orestes Cald- 
well, editor of Radio Today, told the 
Springfield section of the American 
Institute of Electrical Engineers yes- 
terday. 

Compared with $485,000,000 adver- 
tising business done by newspapers 
this year, radio broadcasting will do 
about $100,000,000 of business during 
the 1935-36 season, Dr. Caldwell said. 
These figures, he said, indicate the 
opportunity that lies ahead of radio 
“as new services now in sight are 
developed, revolutionizing the adver- 
tising art.” 

Dr. Caldwell gave the following fig- 
ures as making up the nation’s ad- 
vertising bill: radio, $100,000,000; pe- 
riodicals, $125,000,000; newspapers, 
$485,000,000; outdoor advertising, 
$25,000,000; and direct mail, $365,000,- 
000. 


PALMOLIVE SOAP 
PRICE GOES UP 


New York, Oct. 17.—Trade and 
public have been advised by Colgate- 
Palmolive-Peet Company that rapidly 
advancing costs will force an increase 
in the price of Palmolive soap on or 
before Oct. 31. The product is now 
featured in a national sale. 

The increase will be 50 cents a 
gross, according to W. R. Veale, man- 
ager of the soap business. Salesmen 
have been instructed to take no more 


than two orders for the soap at pres- . 


ent prices, one for immediate delivery 
and the other for shipment within 
30 days. 

Palmolive soap’s present advertis- 
ing support is extensive. Advertising 
is reaching 19,000,000 through daily 
and Sunday newspapers. Starting its 
fall season, the Palmolive Beauty Box 
Theater, on the air since March a 
year ago on Friday nights over a 
nationwide NBC-WJZ network, has 
added three new artists, Josephine 
Antoine, Rose Bampton and James 
Melton. 

On Monday, Clara, Lu ’n’ ’Em, 
C-P-P back porch gossipers for five 
years, began a new series featuring 
Palmolive soap twice weekly as well 
as Colgate dental powder and Super 
Suds. In this series, broadcast at 
5:45 to 6 p. m. Monday to Friday 
from Chicago over the NBC-WEAF 
network, each of these three prod- 
ucts will be advertised on alternating 
days. 

This is the first time the trio has 
been taken to the Pacific coast, all 
its previous programs having gone 
only as far as the Rocky Mountains. 
This radio and publication advertis- 
ing is being supplemented by a Palm- 
olive $25,000 “For Beauty’s Sake” 
contest closing Oct. 24, with weekly 
awards to writers of letters on “Why 
I Like Palmolive Soap,” and awards 
to dealers. 


“New Yorker” Shifts and 


Augments Sales Staff 


H. H. S. Phillips, Jr.. who has cov- 
ered Philadelphia territory for The 
New Yorker during the past seven 
years, has been assigned a special 
list of accounts in the food field. R. 
E. Mann, formerly in charge of New 
York State territory, assumes the 
Philadelphia post, continuing to 
handle a number of metropolitan 
New York accounts. 

John S. Maguire, for the past three 
years with Tradeways, Inc., has 
joined the staff of The New Yorker 
to cover New York State and special 
accounts in New York City. 


Farm Publishers 


Re-elect Directors 


Five directors of the Agricultural 
Publishers’ Asociation were re- 
elected at a meeting in Chicago dur- 
ing A. B. C. week. 

They are W. H. Cowles, Jr., Pacific 
Northwest Farm’ Trio, Spokane, 
Wash.; Marco Morrow, Capper Farm 
Papers, Topeka, Kan.; Fred Bohen, 
Meredith Publishing Company, Des 
Moines, Ia.; Clifford V. Gregory, 
Prairie Farmer, Chicago; and Dr. 
Tait Butler, Progressive Farmer and 
Southern Ruralist, Memphis. 


Breese Associates Named 

Murray Breese Associates, Inc., 
New York, has been appointed for 
advertising of Arlington Chemical 
Company, Yonkers, N, Y. Medical, 
dental and drug publications will be 
used. 


ALL SET FOR INLAND PRESS MEETING 


Left to right: A. W. Allen and W. W. Frazier, Allen-Klapp-Frazier; F. R. Starbuck, 
Racine, Wis., Journal-Times; T. J. Klapp, Allen-Klapp-Frazier. 
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NEWSPAPERS TO 
BE ‘RESOLD’ AS 
AVITAL MEDIUM 


Newspaper Executives Ap- 
point Advisory Council 


Chicago, Oct. 17.—Feeling that the 
newspaper has been inadequately 
“sold” as an advertising medium, the 
Newspaper Advertising Executives’ 
Association this week launched a 
movement to resurvey the whole 
situation, decide upon a plan for 
bringing the advantages of the news- 
paper to the attention of advertisers 
and agencies, and to provide finances 
for thorough execution of the strat- 
egy finally adopted. 

Designated to map and direct this 
new campaign in the interest of all 
newspapers, wherever located, is an 
Advisory Council headed by Frank E. 
Tripp, of Gannett Newspapers. Other 
members of the council are Col. L. W. 
Herron, Washington Star; Don U. 
Bridge, New York Times; F. G. 
Pearce, Altoona Mirror; Chesser M. 
Campbell, Chicago Tribune; John L. 
Irvin, Cleveland Press; Thomas G. 
Murphy, Janesville Gazette; and 
H. S. Conlon, Grand Rapids Press. 

The thread running through all of 
the sessions of the N. A. E. A. at the 
Stevens Hotel was the necessity, not 
only for a more thorough and scien- 
tific exposition of the advantages of 
the newspaper as an advertising me- 
dium, but for more constructive ac- 
tivity which would not tear down 
one newspaper in bringing another 
to the fore. Almost every speaker 
geared his address to this idea. Sev- 
eral referred to a recent rotogravure 
survey which, they alleged, glorified 
roto at the expense of other sections 
of the newspaper. - 


Tells of New Promotion 


Mr. Campbell presented a concep- 
tion of the newspaper originated by 
the Tribune, but which, in line with 
the new theory of selling, has been 
broadcast only after it had been seen 
and approved by every other Chicago 
newspaper. 

This promotion, explained in de- 
tail by M. T. Reilly, of the Tribune 
staff, emphasized the intimate part 
played by the newspaper in the daily 
lives of millions of residents of the 
United States. This relation has in 
no way been impaired by the advent 
of radio, Mr. Reilly asserted, since 
newspapers everywhere show large 
circulation gains during any out- 
standing event which is covered by 
-Tadio. The populace demands in- 
terpretation of the news, he said. 

William D. Nugent, of Media Rec- 
ords, Inc., also emphasized the need 
for more effective salesmanship by 
quoting lineage figures for the first 


nine months of 1935. While the total 
is satisfactory, being 4.2 per cent 
ahead of 1934, automotive lineage in 
newspapers represents a glaring ex- 
ception, being 10.3 per cent below the 
corresponding period of 1934. Al- 
though it is too early to know 
whether or not this lineage has been 
diverted to other mediums, Mr. Nu- 
gent said the decline demands action. 


Will Seek $300,000 


He also gave statistics of an 
equally illuminating nature from an- 
other angle. Of 731 active accounts 
now running in Chicago, 226 use 
mediums other than newspapers. Of 
1,750 such accounts in New York, 
1,210 ignore the newspaper. 

Forrest R. Geneva, of the Des 
Moines Register and Tribune, also 


threw some light on the discussion, 
asserting that a concerted effort must 
be made to sell newspapers as the 
No. 1 medium. 

It was reported that the new plan, 
as tentatively outlined, has been cor- 
dially received by the newspaper 
committee of the American Associa- 
tion of Advertising Agencies, com- 
prised of space buyers, 

The last act of the convention of 
the Newspaper Advertising Execu- 
tives’ Association was to adopt reso- 
lutions presented by a committee 
headed by F. J. Oexman, of the Cin 
cinnati Times-Star, reaffirming the 
need of more dynamic selling and 
giving the Advisory Council unlim- 
ited authority in its search for the 
means to this end. It is understood 


that about $300,000 a year will be 
raised to support the new plan. 


Tells Fortunes in Foam 

Wayne Products & Brewing Com- 
pany, Detroit, is distributing through 
its dealers a booklet titled “Your 
Fortune as Revealed in the Foam of 
Beer.” Sounding a more modern 
note than the tea leaf method of 
fortune telling, the booklet is being 
promoted through local advertising. 
Harold Aarons, Inc., Detroit, is the 
agency. 


Name Jerome B. Gray 


Peter A. Frasse & Co., Inc., New 
York and Philadelphia manufac- 
turers’ agents and warehousers, have 
placed their advertising with the 
New York office of Jerome B. Gray 
& Co. 


A. H. Ballard Retires 

Arthur H. Ballard, Inc., Boston, 
Mass., manufacturer of oil burners 
for the past 18 years, has been pur- 
chased by Colonial Beacon Oil Com- 
pany, Everett, Mass. With the ex- 
ception of the retirement of Mr. Bal- 
lard, no change in policy or person- 
nel will be made, and the organiza- 
tion will continue to market the 
Ballard burner. 


Calox on Air 

Calox tooth powder, product of 
McKesson & Robbins, Inc., Bridge- 
port, Conn., recently made its radio 
debut over station WOR. Directed 
to children, this promotion is on the 
air six days a week, and supplements 
newspaper and magazine schedules 
featuring Calox tooth powder and 
Calox antiseptic. N. W. Ayer & Sons, 


Inc., is in charge of the account. 


country— 


surpassed— 


Its Per Capita retail sales are the highest of any city in the 


Steadiness of employment and resultant income security is un- 


The highest income tax returns per capita of all U. S. cities— 


Its department store sales show narrower margins of gain and 
loss than other cities— 


Thus, stability of the highest order is assured. 


AT YOUR 
SERVICE 


An advertising man, 40 years of 
age, with a wealth of sound experi- 
ence in selling merchandise by mail 
. . « knows the Chicago art, engrav- 
ing and printing market from top 
to bottom ... available for the firm 
in need of an Art Director, Copy 
Writer, Typographer and Purchas- 
ing Agent... all in one package! 
An interview may lead to the solu- 
tion of some of your particular ad- 
vertising and selling problems. 
Try it! 


Box 642, ADVERTISING AGE, 
Chicago 


Every condition in the Washington Market is favorable to the 
development of comfortable permanent homes . . . favorable to 
home building . . . family raising . . . home life . . . and to every 
innovation and development that will increase the pleasure of 
living. Wonderful customers for the best of foods . . . the newest 
gadgets and appliances . . . for cosmetics and toilet preparations 
. . . automobiles. ; 


Thoroughly cognizant of the importance of homelife and its 
problems—The Washington Herald, edited by a woman, Mrs. 
Eleanor Patterson, established The Homemakers’ Club. Over 
17,000 Washington women have become members since its estab- 
lishment one year ago. Under the direction of Mrs. Frances 
Troy Northcross the activities of the Club embrace budget plan- 
ning, child care, cookery, fashions, interior decorating . . . every 
subject that has to do with home making. 


This is one of the reasons why The Washington Herald has 
attracted 1 out of 2 families in the Retail Trading Zone to its 
daily paper—Sunday 1 out of 1.5 families. 


The Herald’s cooperation with advertisers consists of applying 
its detailed knowledge of the market, plus its facilities for coop- 
eration to each particular problem . . . there is nothing cut and 
dried about it . . . conceived from the Sales Manager’s viewpoint 
... more sales at lowest possible cost. Write or phone for a 
representative. 


THE WASHINGTON 
People—consists of the City of Washington and 
28 contiguous Virginia-Maryland counties. 


DAILY... 101,234 
SUNDAY ... 195,242 


THE MOST DESIRABLE MARKETS 
IN THE UNITED STATES! 


It is a market of 1,000,000 people— 


ea REACT OEE 


Homes such as these are found in many sections of 
Washington 


MARKET — 1,000,000 


THE WASHINGTON HERALD 


PAUL BLOCK AND ASSOCIATES, National Advertising Representatives 


NEW YORK . BOSTON . PHILADELPHIA . CHICAGO . DETROIT 


LOS ANGELES 


SAN FRANCISCO 
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October 21, 1935 


Farmers and Chains 
Urged to Unite in 
Distribution Work 


Atlantic City, N. J., Oct. 17— 
Speakers addressing the second an- 
nual convention of the Food and 
Grocery Chain Stores of America, 
Inc., here this week declared waste- 
ful and inefficient distribution is the 
last frontier in American business. 

The AAA program of the New Deal 
came in for stinging derision from 
a spokesman for New England farm- 
ers, with the warning that arbitrary 
boosting of farm prices will choke 
off the consumer market and react 
to harm the producer as well. 

Two New England leaders told of 
the practical workings of large-scale 
contracts between farmer coopera- 
tives and grocery chains and main- 
tained this is the correct answer to 
distributing problems. 

The committee on discounts and 
allowances recommended that “any 
allowance in price or special dis- 
count should be offered only for 
value received or a contract securing 


performance.” This report was 
adopted. 
Paul S. Willis, president, Asso- 


ciated Grocery Manufacturers of 
America, New York, recalled the 
years just before the NRA when 
“there was intense competitive pres- 
sure and a craze for volume, as if 
volume alone might be an Aladdin’s 
lamp. Good ethics were kicked 
under the table.” Since the NRA, 
he said, “it has become a popular 
pastime for certain members of the 
industry to have introduced new 
cure-all legislation— drafted along 
selfish lines and without conferring 
with the industry.” He discussed par- 
ticularly results of the Patman hear- 
ing. 
Brought into Open 


Among other things this produced 
for public consumption the A. & P.- 
manufacturer arrangements covering 
advertising allowances. “In my opin- 
ion,” he declared, “making public 
this information has served the use- 
ful purpose of bringing this whole 
subject of advertising allowances out 
into the open. 

“It has publicly established that 
which was generally believed in 
trade circles to exist. The industry 
is reconciled to the fact that some- 
thing needs to be done to treat ef- 
fectively and fairly with the subject 
of cooperative advertising and with 
the other major trade practices in 
distribution. 

“It is timely to mention that as a 
general thing, where manufacturers 
subscribe for cooperative advertising 
services with dealers, such arrange- 
ments include contracts not only 
with corporate chains but also with 
voluntary chains, cooperatives and 
retail grocers direct. 

“Furthermore, the compensation is 
relatively the same whether with 
chains or independents, depending 


A PROSPEROUS BUSI- 
NESS ATTRACTS 


Due to the present activity and the bright 

ture outlook for the automatic heat and 
air conditioning industry aggressive mer- 
chants in other lines are constantly taking 
on the sale of this uipment. These men 
are brought technical and merchandising 
information and news of the industry each 
month by AUTOMATIC HEAT and AIR CON- 
DITIONING. Through this publication alone 
can you get your sales story before the 
entire group. A presentation, ‘The Auto- 
matic Heat and Air Conditioning Market,"’ 
has recently been completed. It gives data 
on the present and future market and meth- 
ods of selling this market. Write for your 
copy today—no obligation. 


Automatic Heat 
Air Conditioning 


PRAIRIE AVE. CHICAGO 


upon the service rendered. Where 
manufacturers engage in cooperative 
advertising they do so upon the basis 
that they must get value received 
for the money spent, without dis- 
crimination as to whether the out- 
lets are corporate chains or inde- 
pendent stores. 


Many Abuses 


“Unfortunately there have been a 
lot of abuses in connection with ad- 
vertising allowances. Possibly some 
manufacturers have used them as a 
means of price concessions. That is 
bad and should be discontinued. Some 
dealers have extracted them from 
manufacturers only to use as a reduc- 
tion in price. That also is bad and 
should be stopped. 

“A further bad practice has been 
for dealers to use the advertising 
allowance as a price decline, reduc- 
ing the selling price in proportion 
and thereby disturbing the entire 
market for that product. That is one 
of the things which make for price 
cutting which should be stopped. 

“An advertising allowance, or us- 
ing a more appropriate term, a pay- 
ment for advertising services, should 
be considered for one specific pur- 
pose. Where the manufacturer and 
dealer enter into an arrangement, all 
conditions of the transaction should 
be stipulated in a contract and there 
should be no payment unless evi- 
dence is submitted that the service 
has been fully rendered.” 

Mr. Willis reported that “indepen- 
dent merchants are convinced they 
can meet the competition of other 
outlets. They are doing a more ag- 
gressive job of selling. They have 
modernized or rebuilt more than 
100,000 stores in the last five years. 
They have adopted better and more 
scientific management. And they buy 
better than formerly, because of the 
growth of cash and carry wholesal- 
ers, cooperatives and voluntary or- 
ganizations.” 

He remarked also that “the trend 
of concentrated buying groups ap- 
parently is on the increase,” and 
asked whether it is “a sound devel- 
opment or might it not result in forc- 
ing manufacturers to set up their 
own distribution facilities and like- 
wise concentrate their sales through 
a small number of outlets?” 


May Seek Legislation 


On new legislation, Mr. Willis de- 
clared there is “increasing feeling 
among members of industry that at 
the next session of Congress we 
should try to obtain passage of a 
bill which will treat simply and ef- 
fectively with the major trade prac- 
tices in distribution. It should in- 
clude such practices as quantity dis- 
counts, cooperative advertising, brok- 
erage and a ban on below-cost sell- 
ing.” 

Dr. Wilford L. White, chief of the 
marketing research and service divi- 
sion of the Bureau of Foreign and 
Domestic Commerce, brought ammu- 
nition for an assault on distribution. 
He declared that “distribution costs 
in the fields of retailing, wholesaling 
and manufacturing in 1929 totaled 
more than $24,000,000,000, or 29 per 
cent of the national income. In that 
year over 6,000,000 persons were em- 
ployed in retailing and over 1,600,- 
000 in wholesaling, to say nothing of 
those in marketing organizations, 
and it appears that the number is 
increasing. The occupational census 
shows that 20.4 per cent of the gain- 
fully employed in 1930 were engaged 
in marketing, 17.6 per cent in 1920 
and 9.9 per cent in 1870. 

George W. Putnam, president, New 
Hampshire Farm Bureau, and direc- 
tor of the American Farm Bureau 
Federation, called “the problem of 
distribution the weakest link in our 
present program of economy. Be- 
fore the World War the farmer re- 
ceived about 60 cents of the con- 
sumer’s dollar; now he gets only 
about 40 cents. 

“We should use all the tools and 


facilities of the modern world to 


REPRESENTATIVES MAKE UP TABL 
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E AT MAJOR MARKETS LUNCHEON 


Going around the table from left to right, starting in the left foreground, are: P. L. Henriquez, St. Louis Post Dispatch; E. G. 
Martin and John Dean, Brooklyn Eagle; T. J. Hoehn, M. C. Mogenson & Co.; Ernie Roesher, John Flanagen and S. M. Cham- 
bers, St. Louis Post Dispatch; and William Mathews, M. C. Mogenson & Co. 


make distribution more simple and 
direct, not more complicated. And 
when it has been made more direct, 
part of the saving should be given 
to the consumer in lower costs and 
part to the farmer in higher prices. 
The farmer and the chain store must 
cooperate. And just as one store 
has become many under your sys- 
tem, so the single farmer must be- 
come a cooperative unit if we are 
to do business together efficiently. 

“We have done this in New Hamp- 
shire, in the case of potatoes. It 
worked so well from the start that 
state-wide attention was attracted 
and the State Farm Bureau volun- 
teered to organize the _ project. 
Under this leadership 36 growers 
supplied 75,000 bushels to 65 stores 
in the First National chain. Then 
the Farm Bureau helped us organ- 
ize Agricultural Service, Inc., and 
stepped out of the picture to let us 
stand on our own feet. The first sea- 
son that the cooperating farmers 
took over their own job they mar- 
keted 100,000 bushels. During the 
1934-35 marketing season the Great 
Atlantic & Pacific Tea Company 
turned over a substantial part of its 
potato business to us, and we distrib- 
uted 130,000 bushels, the growers re- 
ceiving an average of 46% cents a 
bushel. 

“We have only one profit-making 
agency, the chain store with its 
comparatively low margin. We have 
established one form of straight-line 
distribution. There are many other 
plans that will work.” 


Scores Price Raising 


George S. Thompson, secretary, 
Bellows Falls, Vt., Cooperative 
Creamery, representing 1,800 New 
England dairymen, declared that 
“the program, if any, embodied in 
the AAA has changed the cooks and 
warmed over the broth many times 
in two years. As yet there are no 
social dividends. There has been 


some unearned cheap money in cir- 
culation.” 

He predicted that “the agricultural 
program will become with increasing 
rapidity a sorry alliance for the con- 
sumer,” and that “eventually the dis- 
tributors and producers also will be 
adversely affected. 

“When the price of any food prod- 
uct is raised, other than by demand 
exceeding supply, the consumer’s in- 
terest is affected adversely. De- 
mand cannot exceed or even balance 
supply except by increasing buying 
power. The buying public will tem- 
porize with substitutes, curtail quan- 
tities, curtail varieties, attempt home 
production or do without. 

“The farmer is told he is the 
backbone of the nation. But no 
one has suggested to the farmer that 
his marketing practices were de- 
cayed, and that he could rejuvenate 
them by getting together with distri- 
bution. I believe the great chain 
food store organizations are instru- 
mentalities through which the most 
salutary social reforms may be had, 
with profit to both parties. And this 
is not a brain truster’s fantasy. It 
has been done and is now being 
done.” 

Charles F. Adams of Boston pre: 
sented the report of the committee 
on discounts and advertising allow- 
ances. It “conceded that there is 


much unnecessary expense and waste 


in distribution, the meagre receipts 
of the producer are entirely out of 
line with what the consumer pays.” 


Makes No Recommendation 


The committee refused to make 
definite recommendations, however, 
declaring it impossible at present to 
learn enough about all branches of 
the industry for an intelligent offer- 
ing. 

W. B. Murphy, New York, vice- 
president, A. C. Nielsen Company, 
merchandising surveys, reported that 
“total sales of grocery and combina- 
tion stores were up 6.1 per cent 
from 1933 to 1934. The increases 
were four per cent in the East, 6.7 
per cent in the Midwest, 8.3 per cent 
in the South and 8.5 per cent in the 
West. The average independent 
store in a voluntary chain increased 
seven per cent, and the unaffiliated 
independent 2.8 per cent. The aver- 
age large independent store gained 
7.6 per cent, the medium size 5.3 
per cent, the small store 2.4 per 
cent, and the supermarket 12.5 per 
cent, 

“Chain stores, voluntary chain 
stores and large independents gained 
at about the same rate. Super-stores 
led the field. 

“Bringing the figures up to now, 
total sales of grocery and combina- 
tion stores in the East and Midwest 
are ten per cent ahead of a year 
ago. The average chain store bet- 
ters this figure somewhat, but the 
very large independent is right 
alongside.” 

The organization meeting here rep- 
resented all of the larger food and 
grocery chains except the Great At- 
lantic & Pacific Tea Company, 
spokesmen said. Hunter C. Phelan, 
president, David Pender Grocery, 
Norfolk, Va., was elected president, 
succeeding F. H. Massmann, presi- 
dent, National Tea Company, Chi- 
cago; Warren H. Clarke, The Kro- 
ger Grocery & Baking Company, 
Cincinnati; Harry E. Hovey, Market 
Basket Corporation, Geneva, N. Y.; 
and Ralph F. Burkard, First National 
Stores, Somerville, Mass., were 
chosen vice-presidents. 


Buffalo Club Holds 
Successful Ad Exhibit 


H. G. Weaver, head of the cus- 
tomer research staff of General 
Motors, was speaker at a luncheon 
Oct. 15, which opened the second an- 
nual advertising exhibition of the 
Greater Buffalo Advertising Club at 
Hotel Statler. John A. Bacon acted 
as general chairman of the exhibit, 
which included 80 panels contributed 
by 50 business concerns. 

The Kiwanis and Rotary clubs of 
Buffalo held luncheons in conjunc- 
tion with the exhibit, and on Oct. 
18, a sales presentation by Alvin C. 
Busse and Richard Borden, of New 
York University, was featured at a 
largely attended . meeting. 


H. C. Dosch Dies 
Henry C. Dosch, president of More- 
land Business Builders, Chicago ad- 
vertising firm, died at the Highland 
Park, Ill., Hospital Oct. 11, following 
a heart attack. 


J. L. Pink to New York 


J. L. Pink, sales manager of the 
Jeandros Dye & Print Works, re- 
cently established at New Bedford, 
Mass., has been named head of the 
New York office of the company. 


Gundlach Sees 
Conservative 
Trend in Copy 


Chicago, Oct. 15.—Simpler mes- 
sages, less expensive art work and 
less “cleverness” in copy is the trend 
in advertising, according to E. T. 
Gundlach, veteran advertising agen- 
cy head and champion of coupon ad- 
vertising, who talked before the En- 
gineering Advertisers’ Association 
last night. 

Regulation of advertising by gov- 
ernment, he asserted, is a result of 
the 1929-30 advertising spree in 
which money was spent recklessly 
and copy went unbounded in herald- 
ing virtues for products far beyond 
public acceptance. The disbelief that 
resulted in advertising in general 
and the impression that far too much 
money was being spent to create 
sales, which many figured auto- 
matically raised the cost of goods, 
were the forerunners of the present 
governmental activity to regulate all 
advertising. 

The public, however, is not alone 
in the changing attitude toward ad- 
vertising, Mr. Gundlach declared. 
The advertiser who heretofore felt 
repaid by self admiration for pour- 
ing money into big space and lavish 
illustrations is checking up on re- 
sults and finding out at what his ad- 
vertising program is aimed and how 
close it comes to its objective. 


Berry Stevens Resigns 


Berry Stevens has resigned as vice- 
president of Howland & Howland, 
Inc., Chicago, publishers’ representa- 
tive. 


AS RARE AS A DODO 


A sportsman without an automo- 
bile is just a bird without wings. 
Fishing trips, camping trips, hunt- 
ing trips require transportation. 

At $1,620 a page, one advertising 
dollar spent in National Sportsman 
and Hunting & Fishing reaches 
more than 3800 automobile owners. 
And our 595,503 readers own, all 
_ more than 600,000 automo- 

es. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston New York Chicago Atlanta 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL AR 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING ———— 


:Oept. L. V., 116 S. Mich. Bivd., Chicege 
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CHEVY ADVANCE 
SATURDAY, NOV. 2 


A NEW 
CHEVROLET 


The only complete low-priced car 


WILL BE ON DISPLAY AT ABM ALL CHEVROLET DEALERS 


First pre-announced newspaper 

copy for Chevrolet, which ap- 

peared last week. It stresses the 
safety angle. 


NAME TRUSTEE 
FOR GOODWIN 
CORPORATION 


Chicago, Oct. 17.—Robert W. Mc- 
Kinlay, 175 W. Jackson Blvd., was 
appointed trustee for the Goodwin 
Corporation by Federal Judge Sulli- 
van yesterday. Mr. McKinlay, who 
is a professional receiver, will look 
into reports that New York adver- 
tisers, who have already invested 
$2,500 each in the Goodwin Plan, are 
willing to spend some more through 
the Church Workers’ Broadcasting 
Corporation. This organization, it 
is reported, is willing to lease the 
Goodwin Plan. 

No less than five factions were 
represented in the federal court 
Monday morning and Wednesday, to 
which the hearing was continued. 
One attorney represented employes 
of the Goodwin Corporation, re- 
ported to have been paid only 25 per 
cent of their salaries in recent 
months. Another represented direc- 
tors of the company, a third Adolph 
O. Goodwin, president and general 
manager of the corporation, while 
two others were present in the in- 
terests of creditors. 

One of the latter opposed appoint- 
ment of a trustee, arguing that there 
was nothing for the trustee to do 
and that his appointment would 
merely roll up expense. This lawyer 
said that the Goodwin Corporation 
has no assets and no business quar- 
ters; that the catalogs paid for by 
the New York advertisers repose in 
a warehouse; that $600,000 has al- 
ready been spent in a vain effort to 
put the Goodwin Plan on a workable 
basis; that debts have mounted to 
large proportions, and that the sit- 
uation is so involved that one of the 
stockholders who put up $7,500 in 
exchange for a lien on the Goodwin 
Corporation’s furniture has been un- 
able to secure possession of the col- 
lateral. 


Plan Is Explained 


Apparently impressed by the gal- 
axy of legal talent which loomed up 
at the hearings, as well as by the 
variance in viewpoints expressed, 
Judge Sullivan yielded to weakness 
and queried: “What is the Goodwin 
Plan—a publication?” 

All five attorneys leaped to their 
feet to answer the question, and 
there was some difficulty in restor- 
ing order. The court allowed one 
of the legal gentry to explain the 
plan briefly, as well as to read some 
criticism of it from a religious maga- 
zine. He then decided to pass on to 
other points. 

On Wednesday morning, the judge 
announced that he felt it best to ap- 
point a disinterested person as trus- 
tee in order to salvage anything pos- 
sible from the wreckage. The nam- 


Radio Analysis 
Group Extends 
Scope of Work 


New York, Oct. 17.—The Coop- 
erative Analysis of Broadcasting, 
which is now in its sixth year, com- 
menced on Oct. 4 to make calls at 
the rate of 400,000 per year, accord- 
ing to a statement issued today by 
Dr. D. P. Smelser, chairman of the 
C. A. B. governing committee and 
head of the market research depart- 
ment of Procter & Gamble Company. 
Dr. Smelser pointed out that the 
change had been made only after re- 


viewing all methods of radio re- 
search and conducting thorough ex- 
periments. As a result of those ex- 
periments, he said, “the interviews 
made by Cooperative Analysis of 
Broadcasting investigators will now 
be made four times a day instead of 
once a day as heretofore. At the 
same time, the number of calls will 
be increased four-fold. These 400,- 
000 calls, according to the expecta- 
tions of the committee, will result in 
over 391,000 effective interviews.” 
The work will be conducted simul- 
taneously in 33 cities from coast to 
coast and 168 days will be covered. 
The cities which have been selected 
in the vast majority of cases are 
those where there is at least dual, 
if not triple, competition between 


the CBS and NBC networks. 

Another important change, Dr. 
Smelser pointed out, is that the base 
for program popularity ratings will 
be set-owners instead of set-users as 
at present. “I anticipate,” he con- 
tinued, “that this change will lead 
to a better understanding of the pro- 
gram figures and that it will facili- 
tate greatly the use of all figures by 
subscribers. It is the opinion of the 
committee that these changes should 
make the Cooperative Analysis of 
Broadcasting reports the best and 
most practical that can be issued 
cooperatively.” 

The other members of the gov- 
erning committee are: George Gal- 
lup, Young & Rubicam, treasurer; 
Chester H. Lang, General Electric 


Company; George W. Vos, The Texas 
Company; L. D. H. Weld, McCann- 
Erickson, Inc., and A. W. Lehman, 
Association of National Advertisers, 
Inc., manager. 


D. H. Bigelow to Ullman 


Dana H. Bigelow, former assistant 
advertising manager of Review of 
Reviews, has joined the Roland G. E. 
Ullman agency, Philadelphia, as vice- 
president in charge of the new busi- 
ness department. 


Appoints McJunkin 


Builders Life Insurance Company, 
Chicago, has appointed McJunkin 
Advertising Company to direct its 
advertising. Present plans include 


radio and direct mail. 


tising contracts. 


NEW PUBLICATION 
SERVES *4,000,000,000 
SHIPPING MARKET 


Announcing the early publication of Supping MANAGEMENT—a monthly 
magazine for Shipping Department Managers: 


This magazine is actually being ‘made to order” in content and policy, 
to serve the interests of this huge market. For a long time there has been 
a real need for a modern publication in the shipping field. The unique 
survey we made of this $4,000,000,000 market proved this demand beyond 
question—and many other important points. 


Shipping Department Managers have welcomed the new magazine enthu- 
siastically. Those who supply materials and services for the shipping 
market have expressed their approval with long-term, large space adver- 


The first regular issue of SHIppING MANAGEMENT goes into the mails in 
January, 1936, and a pre-publication copy is ready now. Write for it-and 
special charter advertising rates in effect prior to publication. 


yeur shere of America’s $4,000 


job. For those who 
needed opportunity to tell their 


After January 1. 19s 


425 FOURTH AVENUE 


ing of McKinlay followed. 


THIS MAN SPENDS YOUR 


“THIS MAN" is your Shipping Deportment Manager. He spends 


overage, thot's 4% of every dollar you toke in! The more he 
knows about his job, the easier it will be for him to cut importont 
fractions off that 4%-ond whot he saves is clear profit for you' 


SHIPPING MANAGEMENT 


—A NEW MAGAZINE filled with time and money-saving 
ideas to help your Shipping Department Manager with his 
serve the shipping market, a much 


responsive users of their equipment, materials ond services 


BRESKIN & CHARLTON PUBLISHING CORP. 


000,000 shipping bill. On the 


sales story to those alert 


our Shipping I 


. NEW YORK CITY 


421 FOURTH AVENUE 


TIME ADVERTISING 


builds prestige and accept- 
ance for SuHippinc MANAGE- 
MENT among industrial exec- 
utives — emphasizes the im- 
portance of the Shipping 
Manager's position—reminds 
many a business man of the 
opportunity for greater effi- 
ciency and reduced cost with 
modern equipment, supplies 
and services. 


BRESKIN & CHARLTON PUBLISHING CORPORATION 


ALSO PUBLISHERS OF MODERN PACKAGING - 


- NEW YORK CITY 


221 N. LaSALLE STREET, CHICAGO, ILL. 
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NEWBURY STREET, BOSTON, MASS. 


SURVEY REVEALS 
NEW FACTS ABOUT 
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PONTIAC AGAIN 
AWARDS BEAUTY 
1ST COPY PLACE 


Detroit, Mich., Oct. 18.—Full-page 
newspaper announcements today 
heralded the appearance of the new 
1936 Pontiac. “More beautiful than 
ever—and built to last 100,000 miles,” 
was the keynote of the announce- 
ment advertising. This carries on 
to the next step the slogan which 
dominated Pontiac’s advertising last 
year—“The most beautiful thing on 
wheels.” 

Newspapers will be used to carry 
the bulk of the advertising attack, 
according to the agency in charge, 
MacManus, John & Adams, Inc.; and 
prominent also in the promotional 
picture will be weekly, monthly, 
class and women’s magazines. Spot 
radio will also be available to deal- 
ers throughout the country, the an- 
nouncements being made by electri- 
cal transcription carrying the voice 
of Capt. Eddie Rickenbacker, famous 
war ace. 

“All that’s best of all that’s new” 
will be a line developed through the 
early stages of the campaign. Under 
this heading are such features as 
Fisher turret-top bodies; improved 
triple-sealed hydraulic brakes with 
new chrome-nickel alloy drums; en- 
closed knee-action on 8-cylinder and 
de luxe six-cylinder models; smooth- 
operating eight- and six-cylinder en- 
gines with silver-alloy bearings and 
full-pressure metered lubrication; 
electroplated lightweight nickel-al- 
loy pistons; all-silent synchro-mesh 
transmission; simplified starting with 
automatic choke; concealed luggage 
and spare tire compartment; new 
full-length water jacketed cylinders; 
and an “even stronger” double K-Y 
frame. 


“Silver Streak” Shown 
Opening advertisement, in line 


with teaser copy appearing previous 
to announcement day, achieved a 


unique attention-value by the use of 
the “silver streak” radiator and hood 
grille to form a predominant diag- 
onal running downward to the left 
across the page. No photographs or 
illustrations of the new car were 
shown—something unique in itself 
in introductory automobile cam- 
paigns. 

“Built to last 100,000 miles” is fol- 
lowed up, and will be followed up as 
the campaign goes on, by material 
tending to prove the point. Copy 
stresses that the 1936 edition of 
Pontiac Motor Company presents no 
less than 101 of the finest features 
money can buy. 

The straight eight and de luxe 
six are available this year in six 
body styles each, while seven are 
mounted on the six chassis. Com- 
mon to all lines are two-door and 
four-door touring sedans with built- 
in trunks, all accommodating five 
passengers; the standard coupe for 
two passengers, and the sport coupe 
for four passengers. The cabriolet 
built for four passengers is also 
available on the six chassis. 

The advertising campaign will be 
larger by far, it was said, than in 
recent years. This statement is lent 
credance by the expenditure during 
the past year of $3,500,000 in new 
buildings, machinery and equipment 
to provide for a 10 per cent increase 
in the manufacturing capacity of the 
company in 1936. 


Air Better Light Series 


“Matt Clemens, the Melody Mas- 
ter,” a new radio series, went on the 
air Oct. 20 under the cooperative 
sponsorship of General Electric 
Company and local electric service 
companies throughout the country in 
the interest of the Better Light- 
Better Sight movement. The pro- 
grams will be heard each Sunday at 
11 p. m., EST, over WEAF and the 
NBC Red network. 


“Golfer” Changes Owners 


Golfer & Sportsman, a Fawcett 
publication, has been sold to Virginia 
Safford, editor and general manager 
since the inception of the magazine 
in 1927. With Miss Safford as presi- 
dent and publisher, Golfer & Sports- 
man has moved to offices in the Rad- 
isson Hotel, Minneapolis. 


idea came to take one 


after careful study. 


The agency sent its 
check along for the 
moderate fee it was 
willing to pay. Fair 
enough! I like to do 
that sort of work and 
do not care particularly 
whether or not the fees 
received actually pay 
for the time and effort 
required. There is 
usually a “next time” 
and adjustment if any 
can be made then. 


Take it home to your- 
self. You see a lot of 
advertising you know 


Advertising Agent 
Consults — 


A highly efficient agency, of moderate 
size, in a city of 300,000, had prepared a 
presentation—including a well worked out 
plan, copy, layouts and schedule. Then the 


whole thing was sent to me with the request 


that I go over all of it and make such com- 
ments and suggestions as occurred to. me, 


Charles Austin Bates 


18 East 48th Street 


last precaution, so the 


you could improve. 
Every advertising man 
is confident of his abil- 
ity, but large agencies 
maintain staffs of ana-. 
lysts and writers — and 
they “confer.” They 
check on each others 
work, with mutual ben- 
efit. 


The agent who calls 
me into consultation, 
will simply add a mem- 
ber to his staff for such 
service as he requires at 
the time. 


New York 


HAS ALL THE FEATURED QUALITIES 


Double-Mellow 


NOW...ON SALE ! 
Old Golds 


3... They give yous 

:..Teeyoeupen tater” 

5... They don't get on your nerves, 
‘The sur total will be just the thrill youll en- 

as che Double Meliee Old Golde 
by 


“Scour the markets of Greece, Turkey and 
America. Get the hixury types of tobacco; 
those customanly used 
sive cigarettes.” 

We've had to wait two long years before 
we could pase the 


tion... aged and mellowed two years... it 


rette. But you cant smoke claims 
te ready for you in DeubleMallew Old Golds. 


Finer quality at ne extra cost! the adjectives in the dictionary to get ever 
the superiority of this cigarette to taste 

Add up alll the claims you have ever read bude ons 
eohend chow ‘So, to relieve you of all gamble, we invite 
1... They're milder. you to try Deuble-Mellee Old Golde on thie 

2... Thay taste bette “double your menay back” guarantda 


And s0 this finer cigarette is offered to 
you at no more than the price of ordinary 
Cigarettes. 


Wf you don't get « thrill... we'll 
pay the bill! (twice over) 
Claims are easy to make... for any cige- 


An Old Gold in your lips is better than all 


_ we'll pay the bill [twice over] 


Seven-column newspaper copy which last week introduced “double- 


mellow'' Old Golds to the Buffalo market. 


double-your-money-back-offer and 


The copy features a 
the assertion that all the claims 


made for cigarettes are fulfilled in this brand. 


FORD BREAKS 
ANNOUNCEMENT 


Detroit, Mich. Oct. 18.—Using 
newspapers, billboards and maga- 
zines, Ford Motor Company an- 
nounced its 1936 models to a wait- 
ing public throughout the country 
Friday afternoon; and cars will be 
on display tomorrow morning. 

The theme of the campaign this 
year will be based upon the im- 
provements manifest in the new 1936 
models. No radical departure in 
style or presentation is contemplated 
from that of previous years, it was 
understood. 

It was expected that the usual tre- 
mendous Ford line-up of newspapers, 
both dailies and weeklies, would re- 


ceive their share of the Ford promo- 


tional budget, in addition to maga- 
zines, outdoor, radio and other med- 
iums. 

The V-8 engine is unaltered. Chief 
difference in the body style is the 
new front end treatment. The hood 
is longer, extending over an attrac- 
tive new radiator grille. With its 
vertical slots and more accentuated 
“V,” as well as its smoothly rounded 
lower edge which blends with the 
streamlined curve of the inner por- 
tion of the fenders, the new grille 
contributes a new, distinctive note 
of smartness. 


Three Chassis Improvements 


Three chassis improvements will 
be points talked about in the ad- 
vertising. Steering has been im- 
proved, the aim being greater ease 
and safety of operation. New steel 
wheels lessen the unsprung weight 
of the car and contribute to greater 
riding comfort. An improved trans- 
mission, using quiet helical gears in 
all speeds including reverse, is also 
classed as a major engineering im- 
provement. 

Thirteen body types are available, 
ten with de luxe appointments and 
three without. Five colors are spe- 
cified. 

While the majority of the new an- 
nouncements feature hydraulic 
brakes, Ford stays with the mechan- 


ical brakes which it considers ideal 
for the Ford chassis, with torque-tube 
drive and radius rods that hold the 
axles firmly in place under all con- 
ditions. 

Ford newspaper and magazine ad- 
vertising was prepared, as during 
the past few years, by N. W. Ayer 
& Son, Inc, 


Teasers Herald 
‘‘Women’s Day”’ 


At K. C. Store 


Kansas City, Mo., Oct. 15.—Jones 
department store drew special atten- 
tion here last week, with teaser 
newspaper advertising of a promo- 
tion stunt Friday and Saturday, 
when women on the store’s staff 
were entrusted with all of its ex- 
ecutive posts. 

Last Monday, small sized anony- 
mous copy in the Kansas City Star 
declared that “Women’s Day Is Com- 
ing,” and “The Back Seat Drivers 
Take the Wheel!” On Tuesday, the 
first phrase was supplemented with 
the words, “Nazism? No!—Femin- 
ism? Yes!” On Thursday, eight 
pages announced the event and the 
store’s bargain offerings. 

Corsages were given to the first 
500 women to enter the store on 
Friday. Forty prominent women of 
Kansas City greeted the shoppers. 
Women =musicians’ entertained 
throngs in the grill. A clubwoman 
spoke on world peace. Three civic 
organizations competed in a table- 
setting contest. 

The announcement copy pictured 
many of the city’s well-known leaders 
in woman’s social, business, and 
charitable life, as well as the store 
employes who were to step into 
“men’s shoes” for two days. 


Methusa Starts Schedule 


The Methusa Company, Cleveland, 
manufacturer of a new body condi- 
tioner, is releasing a newspaper and 
radio campaign through Carpenter 
Advertising Company, Cleveland. 
“Grandpappy Hank Miller” will be 
featured on a 15-minute program 
over WGAR. 


NYSTROM CITES 
IMPORTANCE OF 
SALES TRAINING 


New York, Oct. 18.—Granting that 
distribution is far less efficient than 
production, Dr. Paul H. Nystrom, 
professor of marketing, Columbia 
University, declared today that an 
extensive program of training is 
necessary to improve selling and 
permit the most beneficial use of 
the country’s producing power. 

Dr. Nystrom appeared as one of 
the first speakers in a two-day na- 
tional sales executives’ conference 
devoted to increasing sales and 
profits in 1936. The event, being 
held at the Biltmore Hotel, is spon- 
sored by the International Associa- 
tion of Sales Executives in coopera- 
tion with the United States Depart- 
ment of Commerce, Sales Executives 
Club of New York, American Mar- 
keting Society, Alexander Hamilton 
Institute, Sales Management, and 
others. 

The rank and file of distribution 
workers have had no_ systematic 
training, Dr. Nystrom said. The 
need for training extends from ex- 
ecutives to the lowest routine work- 
ers. The responsibility of seeing 
that training is supplied rests upon 
sales executives, who, of course, are 
handling their own personal training 
problems, and heads of companies. 

Beyond the _ sales executive’s 
reach, however, are the wholesalers 
and retailers. The need is greatest 
in their fields, Dr. Nystrom stated, 


adding the question of what to do 


about it. 
Wants School Courses 


“In my opinion,” he went on, “we 
as a nation should see the need for 
the establishment of such training 
through our common _ educational 
system. We now promote vocational 
training through our educational 
system for agriculture, mechanical 
trades and home economics. Col- 
leges train for engineering and pro- 
fessions. It is time distribution 
should be recognized and similarly 
taught in schools and colleges. 

“My plea is that in your earnest 
consideration of other matters, many 
of them more immediate in their 
application, you do not overlook the 
crying need in this country for a 
substantial foundation of thoroughly 
trained men in distribution.” 

Other speakers at the conference 
are: Thomas J. Watson, president, 
International Business Machines 
Corporation; Daniel C. Roper, Sec- 
retary of Commerce; C. R. Palmer, 
Cluett Peabody & Co.; P. O. Ferrel, 
vice-president and general manager, 
Real Silk Hosiery Mills; J. M. Mac- 
Donald, president, MacDonald Bros., 
Inc.; R. L. Keim, vice-president and 
director of sales, E. R. Squibb & 
Sons; H. W. Alexander, sales man- 
ager, American Type Founders Sales 
Corporation; 

E. B. Moran, secretary, Service 
Corporation, National Association of 
Credit Men; Clarence Francis, ex- 
ecutive vice-president, General Foods 
Corporation; Theodore K. Quinn, 
vice-president, General Electric Com- 
pany; Major L. L. B. Angas, Brook- 
mire Financial Service; C. W. Pal- 
mer, president, Kingsport Press; 
Chester H. McCall, special assistant 
to the Secretary of Commerce; H. 
Boyd Brown, merchandise manager, 
Philco Radio Company; and Carl 
Wollner, president, Panther Oil & 
Grease Company. 


Elect Hartman 


J. L. Sudgen Advertising Company, 
Chicago, has named George H. Hart- 
man treasurer of the company to fill 
the vacancy caused by the death of 
J. L. Sudgen. Mr. Hartman is now 
president and treasurer of the 
agency. 


Foley & Co. on Air 


Foley & Co., Chicago, makers of 
Foley’s Honey and Tar, went on the 
air Oct. 14 as sponsors of Lulu Belle 
and Scotty. The program is heard 
Mondays to Saturdays, inclusive at 
8 a. m. over station WLS. 
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newsgathering organizations and the | and edit sponsored broadcast news tc|New York area there are now 23] the public interest, which newspapers 
IDPA d a 0) T FST S newspapers be requested to cooperate | suit the sale of his product.” commercial news broadcasts each] are not allowed to do. Such a policy 
in developing an equitable plan for At the Inland session today, Mr. |4ay, some 21 promotional news broad-| is likewise detrimental to public in- 
the broadcasting of news bulletins at | Noyes announced his receipt of a tele-|casts, and eight commentators be-| terest because it gives an opportun- 
SPONSORED NEWS: regular intervals as a public service | gram from United Press, stating that | Sides the mews broadcasts of the| ity for propaganda to be put on the 
’ in the name of the participating|the organization signed contracts | Press-Radio Bureau. air under the guise of news. 
groups. with individual stations, which in| Newspapers are not permitted to) “If the present system of selling 
“Be it further resolved, that a/turn sold news service and time to | %¢ll news to an advertiser, Mr. Noyes| news to advertisers for use on the 
t copy of this resolution be sent to the | advertisers; that United Press has| Pointed out. He declared that wher|air continues to grow 1 am very 
Federal Communications Commission | editorial direction of broadcasting of | news is thus sold it is no longer} much concerned with the deprecia- 
and to each member of the Congress.” |its news at all times; and that con-| news and is strictly advertising. tion of the news values to the gen- 
Chicago, Oct. 16.—The Inland Daily In his address, President Noyes|tracts require that commercial an- Because of regulating statutes,/ eral public which in turn means a 
at Press Association yesterday unani-| urged the Inland to lead a fight on|nouncements shall be clearly indi-| newspapers cannot “weave” advertis-| depreciation of newspaper values.” 
an mously adopted a resolution request: | Congress and the FCC to outlaw the| cated as such and not be made to ap-|ing into their news columns, but At its meeting in Chicago in Feb- 
m, ing the Federal Communications | sale of news to any advertiser. pear as an integral part of the news| must mark advertising as paid for,| ruary, the I. D. P. A. went on record 
ia Commission to prohibit all sponsored | Public announcement has_ been | report. Mr. Noyes said, quoting from the ap | as. opposing “the sale of news by 
an broadcasts of news. made that the United Press sold its Advertisers are now so interming-| propriate section of Postal Laws and | press associations, either directly or 
is Passage of the resolution, at the|news service to NBC for broadcast-| ling advertising and propaganda with | Regulations, applying to newspapers, | indirectly to advertising sponsors for 
nd opening session of the I. D. P. A. fall| ing purposes, Mr. Noyes said. “As it} news that the value of the news is | magazines, or periodicals. broadcast purposes,” and as approv- 
of convention here, followed an address |is now,” he added, “any interest large |lost, Mr. Noyes charged in his talk “In other words,” he continued,|ing operations of the Press-Radio 
by Linwood I. Noyes, Inland presi-|or small, any advertiser, may change | yesterday. He declared that in the| “the radio is doing something, not in| Bureau. 
of dent, and publisher of the Ironwood, 
1a- Mich., Globe, in which he attacked 
co sponsored news programs as detri- 
nd mental to public interest, 
ng The resolution read: 
m- “Whereas, The United States postal 
ia- laws prohibit any newspaper, maga- 
ra- zine, or periodical from printing any 
sil editorial or reading matter for which 
es money or other valuable considera- 
sail tion is paid unless it is plainly 
on marked ‘advertising,’ and 
nd “Whereas, The holders of radio 
licenses in the United States are ac- 
rd cepting money from advertisers for 
vs the use of the air to disseminate 
news and editorial comment as a part 
oa of their advertising in order to sell 
k- their product, and 
4 “Whereas, The listening public now 
has no means of determining whether 
= a news broadcast is paid for and 
& edited by the advertiser or the ad- 
we vertising agency, and 
ot “Whereas, The Congress of the 
st United States has designated full 
-d power to the Federal Communica- 
de tions Commission to regulate radio 
broadcasting in the United States 
and to license those stations which 
are operating in the ‘interest of pub- ' 
we lic convenience and necessity.’ 
‘or Ask Complete Ban 
ng “Therefore, be it resolved by the 
al Inland Daily Press Association in 
al convention assembled that the Fed- ; ; 
= eral Communications Commission be “All Wealth Comes from the Soil”— MID-SOUTH BUSINESS BEST IN YEARS 
a ueste rotect the listene n . gp: ; 
a rt parma, eke oan bac sat es is an old and true adage. Paved streets Throughout the Mid-South—as well as 
ro- true news value by requiring all sub- and shrubbery-adorned boulevards alone jn Memphis, business is breaking five 
- ject matter under the title of news tc do not constitute a complete market. year records. Bank clearings are amaz- 
ly be broadcast only as an unsponsored 7 : ‘ di i 
editorial service from the station In the expansive trading zone of Mem- many Sih. Ragas aaiatings ous. qyeting 
b : the countryside. Sleek new cars are ac- 
e itself to its listeners in the “public phis, there are more than 2,000,000 quiring new owners. Fields of cotton 
interest, convenience, and necessity.” . . “ 
air “Be 7 further resolved, that yon people. This vast trading some éxtends are being turned into cash and the Jones 
he away out where the Rail Fences Begin, and Smiths are buying new clothes, food 
- to provide greater sales opportunities. for the pantry, new things for the house 
The Commercial Appeal has long been and many items that go to serve their 
ce : : needs, add convenience, bring luxury 
the recognized family newspaper of the . . 
nt, ; : 4 and make life more enjoyable. 
08 Mid-South. The Mid-South is an area © ad 
SA Atietssgie : There are sales opportunities aplenty 
BC- of Arkansas, Mississippi and Tennessee; this vast Mid-South Empire. There 
- which comprises the greatest single area j, money to be—and is now being spent. 
er, served by any Southern newspaper. If you have plans for increasing ‘sales, 
- While The Commercial Appeal has "°W *® the time to get your schedules 
8., Relod civealetion t .. going. The Commercial Appeal and its 
nd an unparalleled circulation in Memphis, wr" 
& . Cdn anal ten te . d well trained staff of merchandising men ° 
bag ote suburbs an = e entire tre e area, iy provi de cooperation to. aid you. 
i it goes on out “where the Rail Fences yj, greatest of all Southern’ newspapers 
Begin” to bring advertisers better than has the circulation to deliver your mes- 
ce the average in extra measure of a rich sages—and make your advertising in- 
“ F . and responsive market. vestment show a fine profit. 
Px- OR clients, employees, your entire list 
dg of friends (and don’t forget yourself) — 
un, an assortment of these rich, rare cheeses 
m- which the Swiss Colony has se carefully Mississippi, Arkansas and Tennessee — the 
ok- aged in the old-time manner. Swiss, = ee — os The eg on — 
} ‘i i H eeps ctiose —its recetvin ‘om 
= ee ee and Government allotment $220,023,330. This 
38 ‘amembert — all are included. Two as- ; 2 . 
’ . : is an increase of $14,813,426 over 1934. . Since 
int sortments — $2.25 and $3.30, postage in- much of this money is in or ft ube the’ 
H. raagel Money beck guarantee. Send Memphis market, you can readily understand 
°F, > 6 nt oe Pictured below why “BUSINESS IS GOOD.” 
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- “DID You KNOW 
THAT ARCHITECTURE 
PRODUCED 2,505 LEADS 
FoR MANUFACTURERS 


Pil 


ARCHITECTURE, The Professional Journal of Architects 
Is Published by Charles Scribner’s Sons 


j The Buyers 


265,000 
Homes 
in Michigan 
Read Booth 


Newspapers 


Their purchases are influ- 
enced by advertising in 
these interesting evening 
newspapers. Reader inter- 
est is quickly reflected in 
advertising results. 


Advertise in the Booth 
Newspapers where there is 
money to buy and you are 
assured complete coverage 
of the buying power. 


Grand Rapids Press Flint Daily Journal 
Saginaw Daily News Jackson Citizen Patriot | Muskegon Chronicle 
Kalamazoo Gazette Bay City Daily Times Ann Arbor Daily News 


PS 
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I. A. KLEIN, Inc., Eastern Representative 
50 East 42nd St., New York 


J. E. LUTZ, Western Representative 
180 North Michigan Ave., Chicago 


BOOTH NEWSPAPERS, INC. 


For a long time now John Dobson, a.m. of Borden’s Farm Prod- 
ucts, has been looking for an excuse to attend the Kentucky Derby. 
Ruby Laffoon, Governor of Kentucky, has come to the rescue with an 
appointment to his military staff, which Col. Dobson is interpreting as 
an order to be present at the next Derby in order to make it official. . . 


The handbook for beauties, “Help Yourself to Beauty,” just pub- 
lished by Harper, is the third book of this type by Dorothy Cocks, 
advertising manager of Lehn & Fink. Since leaving editing for the 
flesh pots of the advertising field, Dot has prepared a beauty article 
every month for a leading magazine. Her current medium is Pictorial 
Review. . . 


In the days before Mrs. Neff came along to put a stop to the 
expensive and dangerous sport, Walter Neff, of WOR, was well known 
around Detroit as an amateur dirt track and T.T. motorcycle com- 
petition rider. The first close-coupled Excelsior made in this country 
was delivered to him. . 


Robert Milton Colborn, of the promotion staff of the New York Sun, 
and the former Doris Elizabeth Aldrich have been living for each 
other since Oct. 12. They were married at the home of the bride’s 
parents at Westboro, Mass. Bob is the son of Conrad F. Colburn, 
assistant a.m. of the Sun... . 


Charlie Rankin, of the Rankin agency, had gladly traded the freedom 
of bachelorhood for invisible chains forged by the former Helen Buhl. 
Bill Rankin, Jr., was his brother’s best man at the wedding last Fri- 
day. The reception was at the Barclay and the honeymoon is going 
on in Washington. . . R 


O. O. Mcintyre has rushed into print with his discovery that Bruce 
Barton doesn’t own an automobile. He rents them. . 


Marty Lewis, editor of Radio Guide, recovered from a serious 
illness this week—just in time to keep an altar date with Ruth 
Richards. Gene C. Loffler, production manager of KOIL-KFAB, 
Omaha, has cashed a dividend on his marriage. It’s a daughter. . 


John D. O'Neill, NBC, Chicago, was married recently to Kathleen 
Glidden. All Kathleen knows about radio is what John sees fit to 
tell her. . . F. P. A., Her-Trib pillarist, has suggested to Jake Fraser, 
now that he has some spare time, that he dash off a verse to Weston, 
Conn., which has no retail outlets, beginning, “Good for the Shopper 
of Shopless Town.” . 


Political circles are echoing hearty laughter over the contre- 
temps which made Victor F. Ridder (Republican) WPA Adminis- 
trator for New York, instead of his brother Bernard (deserving Dem.). 
A telegraph operator, unable to tell one newspaper publisher by the 
name of Ridder from another, telegraphed the offer of the appointment 
to the wrong brother, who accepted. The administration solved the 
dilemma with the decision that they couldn’t go wrong with either 
ae 


Amy Vanderbilt and Morton Gill Clark thought better of waiting 
until December. A Justice of the Peace at Newton, Conn., waived the 
five-day requirement for his distinguished clients and they waved 
right back. The Vanderbilt heirlooms are moving to Gramercy Park... 


Conde Nast, as usual, has given the gayest party of the season 
now beginning. It was for George Gershwin and the premiere of his, 
“Porgy and Bess.” Paul Whiteman’s full orchestra furnished the 
music and everyone important and interesting had fun. . 


Walter Elsfelder, who used to business-manage the Paris edition 
of the Chicago Tribune, is about to launch an English language slick 
paper magazine, to be called “Europa.” . 


Phil Hyland, True Story representative, has bought a barn and 
surrounded it with 156 acres near Mt. Pocono. In 30 days, when a 
house now under construction is finished, he expects to enjoy the 
contentment of country living. . . 


Bob Huse, New England Council’s able young publicity chief, has 
been elected a trustee of his alma mater, Boston University, and takes 
his place among the leading industrialists and bankers of the state. 
He also gives several courses on business. . . 


John J. Harrington, publisher and g.m. of the Irish World, Dublin, 
has been visiting his mother at Bridgeport, during a short stay on 
this side. Years ago he was with the Bridgeport Post. . . 


Joe Eves, in charge of the Chicago office of Better Homes & Gardens 
and Successful Farming, is rated as one of the nation’s foremost judges 
of dairy cattle. During recent years he has practiced his hobby at 
shows throughout the United States and Canada, and last week he 
judged brown Swiss cattle at the National Dairy Show in St. Louis. . . 


Ralph L. Power, a.m. of Universal Microphone Company, Ingle- 
wood, Cal., and Roger Wood, marketing counselor of Franklin, O., 
are two new additions to the numerous ranks of Kentucky colonels. . . 


Among those who exchanged reminiscences at the A. B. C. conven- 
tion were Ralph Starr Butler, General Foods; Ken R. Dyke, Colgate- 
Palmolive Peet, and H. V. Strawn, of the A. B. C. All were with the 
United States Rubber Company in the early ’20’s. 


Ken Dyke explained to the A. B. C. convention that the superior 
officer who inspired his burning editorial in the company newspaper at 
Camp Hancock, “Are Second Lieutenants Human Beings?” was none 
other than John Sterling, of McCall’s. 


Dick Thain, of Carson, Pirie, Scott, Chicago, helped to keep Fred 
Bohen, of Meredith Publishing Company, in order when both were in 
the navy during the war. ‘ 


Ben Duffy, BBDO space buyer, visited the famous Cradle in Evans- 
ton while attending the A. B. C. convention. He and Mrs. Duffy are 
rumored to be in the market for a blue-eyed little girl. 


Henry Ewald, Campbell-Ewald chief, flew to Chicago to address the 
A. B. C. convention and then flew right back. He insisted he wasn’t 
high-hatting Michigan boulevard on account of the result of the world’s 
series. é 


J. R. Buckley, Cosmopolitan advertising chief, dropped in at the 
A. B. C. convention. He met so many old friends he may make this 


a regular habit. 


Getting Personal 


“Shipping Management” 


to Make Bow in January 

Breskin and Charlton Publishing 
Corporation, 425 Fourth Ave., New 
York, will launch a new publication, 
Shipping Management, in January, 
1936, The publication, which will be 
trimmed six by nine inches, will be 
mailed to a selected list of head ship- 
pers of the leading manufacturing, 
wholesaling and retailing firms. 

Preliminary figures on the market, 
now being compiled by the publisher, 
assert that the average number of 
shipments made each year by the 
firms to be covered is 64,000, and the 
average number of employes in the 
shipping department is 11. 


B. H. Furber Becomes 
Special Representative 


Beverley H. Furber, for the past 
three years with National Broadcast- 
ing Company, has resigned to open 
offices at 1270 Sixth Ave., New York, 
where he will represent the Cuban 
newspapers, El Mundo and The 
Havana Post, in a special sales pro- 
motional capacity. 

El Mundo is planning extensive 
promotion in the interest of Cuban 
trade. Plans include a series of trade 
expositions, the first, devoted to auto- 
motive industries, being held in Ha- 
vana late in November. 


Form Detroit Agency 
F. J. MacManus and F. E. Cox have 
established an agency under their 
names at 426 Stormfeltz Bldg., De- 
troit, Mich. 


THE BUSY 
EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every siep of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 
Harper's Bazaar. 
It was prepared 
by Faithorn. 
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You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 
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AB.C. SPEAKERS 
ENDORSE SET-UP 
OF THE BUREAU 


(Continued from Page 1, Col. 4) 
newspapers, and an experienced cir- 
culation manager. 

“We did not ask for an increase in 
newspaper members on the board,” 
said Mr. Newell, “to gain additional 
strength nor to control the bureau, 
for, after all, the advertisers must 
be in control of the bureau and this 
I think is agreed to by all news- 
paper publishers.” 

He also discussed the provisions 
in the compromise report regarding 
clearer and more detailed financial 
statements, as well as the desir- 
ability, insofar as practicable, of es- 
tablishing uniformity in audit reports 
and standards for paid circulation of 
all mediums. 


Tells Agency Viewpoint 


Henry T. Ewald, president of the 
Campbell-Ewald Company, Detroit, 
spoke for the agency viewpoint, and 
made an impressive pléa in behalf 
of all publishers working together 
in the bureau in harmony. He em- 
phasized the fact that the buyer 
uses A. B. C. reports to compare 
mediums in the same field, and not 
for the purpose of evaluating one 
group as compared with another. 

“The Audit Bureau of Circulations 
was organized and has built itself 
into the advertising life of America 
as a fact-finding organization,” Mr. 
Ewald said. “That is its job—to get 
the facts—and to present them sim- 
ply and without bias so that the 
buyer may purchase his advertising 
space intelligently and economically. 

“The bureau has nothing to do 


COPY SERVICE CO. 


A SAFE statement: 
Where Rapid photo- 
stats are used to the full- 
est, artists and production 
men save an hour a day. 
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with selling one class of publications 
against another class. It is not in- 
terested in the relative value of 
metropolitan dailies as against small- 
town newspapers—or of mass maga- 
zines as against class publications. 
“Its job is solely to present the 
facts as to circulation and distribu- 
tion of each of these various classes 
of publications, so that the buyer can 
do his own choosing intelligently 
and with a minimum of effort. Just 
so long as it performs that single 
function efficiently, it will continue 
to occupy an important place in the 
advertising picture. 

“The bureau is, and must continue 
to be, the buyer’s organization— 
hence, insofar as its work is con- 
cerned, there can be no element of 
competition between the various 
classes of mediums. The advertiser 
and the advertising agent must de- 
cide the class of publication de- 
manded by the task in hand. It is 
only after they have made that basic 
decision that they look to the bu- 
reau for information concerning the 
publications in the particular class 
that has been selected. 


Uniform Data Not Wanted 


“The bureau cannot help the buyer 
to decide whether he should use 
newspapers or magazines or both. It 
can and does help him to evaluate 
the various contenders in each class 
after he has made his decision. 
Hence it is not essential—in fact, it 
is scarcely possible—that there 
should be a uniform form of data 
for all publications. 

“The buyer does not want the 
same information about magazines 
that he wants about newspapers. He 
wants still another group of facts 
about business and class publica- 
tions,” 

Mr. Ewald said that much of the 
disputing between classes of med- 
iums as to what facts should be 
given and how they should be pre- 
sented is regarded by buyers as 
trivial and beside the issue. 

“The buyer is the only one who 
has a right to say what facts he 
wants and how he wants them dished 
up,” he commented. “The vital con- 
cern of both buyer and publisher 
should be that the facts be accurate 
and authoritative, and that they be 
unbiased.” 


Must Protect Integrity 


“The integrity of the bureau is 
vital,” Mr. Ewald declared. “Any 
deviation from its long-established 
policy of unbiased independence 
would quickly destroy its useful- 
ness. Its domination by any one 
class of mediums would upset its 
equilibrium and undermine the prin- 
ciple upon which its success has 
been built. 

“The instant any one group of pub- 
lishers gains dominance, that instant 
the bureau might just as well close 
up shop and quit—it ceases to be an 
impartial auditing organization. 

“That is why we as deeply inter- 
ested buyers of space are here to 
urge a greater spirit of cooperation 
among publishers—rivalries among 
the different groups have no place 
in the bureau organization. There 
is a mutuality of interest among the 
various forms of advertising me- 
diums that should be recognized and 
developed, rather than destroyed by 
petty jealousies that can _ easily 
wreck the effectiveness of this fine 
organization. 

“Advertising is too vital a factor 
in our industrial and social life to 
be hampered in its effectiveness by 
petty disputes among those who pro- 
vide the medium to make it pos- 
sible.” . 

Cowles Tells Stand 


An eloquent and impressive analy- 
sis of the bureau’s purposes and 
function was made by John Cowles, 
associate publisher of the Des Moines 
Register and Tribune, who declared 
that the activities of the A. B. C. 
have helped to increase the volume 
of all advertising by establishing con- 
fidence on the part of the advertis- 
ers in the circulation statements of 
the publishers. 

“From my own service on the 
board,” he said, “I have realized for 
a long time that the newspapers 
have - been the bureau’s principal 
critics. That was perfectly under- 
standable to me, because there are 
more newspaper members than all 
other classes combined, and because 


GATHER FOR ADVERTISERS' DEPARTMENTAL 


Included in this photo of the A. B. C. advertisers’ division are Donald B. Douglas, 


Quaker Oats Company; F. R. Davis, General Electric Company; Tom Dr 


iscoll, 


Armour & Co.; N. E. Olds, Perfection Stove Company; G. R. Schaeffer, Marshall 
Cc 


Field & Co.; L. R. Greene, Tuckett Tob 


y- 


many of the newspaper members are 
engaged in hotly competitive local 
circulation fights, where a few hun- 
dred or a few thousand circulation 
in the different classifications is of 
vital competitive importance in the 
solicitation of advertising.” 

Mr. Cowles congratulated the news- 
paper committee on the work which 
it did, and added: 


Buyers Must Control 


“I congratulate the committee for 
one basic thing that they did not 


recommend. Many short-sighted 
newspaper publishers would like to 
see the bureau controlled by news- 
papers, just because numerically the 
newspapers have the most members. 
The committee wisely silenced this 
element by reiterating the fundamen- 
tal principle of buyer control. In my 
opinion the ABC will be wrecked if 
ever that basic conception of buyer 
control is done away with.” 

Mr. Cowles said that he favored 
the compromise agreement whereby 
the number of newspaper directors 


is increased from four to six, not be 
eause of larger membership or 
greater dues payments, but in order 
to provide adequate representation, 
and to insure the presence on the 
board of newspaper directors con- 
versant with all types of circulation 
problems. 

“The A. B. C. board,” he contin- 
ued, “has had as advertiser directors 
some of the principal executives of 
America’s largest corporations, men 
spending millions of dollars annually 
with us for advertising. I am told 
that in 1934 A. B. C. directors bought 
$13,000,000 of newspaper space alone, 
which was more than they spent in 
any other medium. 


Board Always Fair 

“If the average newspaper mem- 
ber of the A. B. C. had sat on the 
board through some of the tiresome 
hearings, and heard the long-winded 
bickerings, charges and counter- 
charges between rival newspaper 
publishers involving relatively triv- 
ial competitive circulation fights, he 
would have a totally new conception 
of what a great service the non- 
publishing directors of the A. B. C. 
are performing for all of us publish- 
ing members. 

“In my opinion, the suspicions 
that some newspaper men seem to 
have that the board is partial to the 
magazines as against the newspapers 

(Continued on “Page 30, Col. 1) 
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BINDING 
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Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 
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machinery. Day and 
night service 
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are totally unfounded. During the 
four years that I served as a direc: 
tor, the board not only never took 
any action affecting the interests of 
the newspapers as a class without 
the concurrence and approval of at 
least a majority of the newspaper 
directors, but so far as I can recall 
the board never took any action in 
regard to even an individual news- 
paper case except with the concur- 
rence and approval of the majority 
of the newspaper directors.” 

In discussing the matter of uni- 
formity of report forms, Mr. Cowles 
said that while the various classes 
of mediums should be subject to the 
same rules, the question as to the 
details of how the information should 
be presented on the A. B. C. reports 
is a matter of primary concern only 
to the publisher in that division and 
the buyer of advertising. 

The difference in the treatment of 
bulk sales figures in the newspaper 
report and in the form used by other 
divisions was due, he explained, to 
the demand for such a change made 
by the newspaper division itself in 
1928 as the result of a fight on hotel 
room circulation by certain metro- 
politan newspapers. Hence, he 
pointed out, there was no discrimi- 
nation practiced by the bureau at the 
expense of the newspaper division. 
He also approved of the business 
paper form providing for “mail sub- 
scriptions special” to be included in 
net paid circulation, a feature ob- 
jected to by the newspaper commit- 
tee. 


Harmony Is Essential 


“The A. B. C. can continue suc- 
cessfully only through harmony,” he 
concluded. “In a cooperative or- 
ganization, with hundreds of differ- 
ent viewpoints and prejudices, we 
can have harmony only by intelli- 
gent compromise and tolerance of 
conflicting opinions. 


“If any important basic rule of 
the A. B. C. is not uniform with re- 
spect to all publications, let’s rec- 
ommend to the directors that they 
make it uniform, but when it comes 
to the trimmings, the details, let’s 


ALL READY FOR DIRECTORS’ DINNER SESSION 


These A. B. C. directors and guests were photographed just before the annual 
dinner. Left to right, A. J. Fernandez, Curtis Publishing Company; L. R. Greene, 
Tuckett Tobacco Company; O. C. Harn, A. B. C. managing director; Norman 


Rose, Christian Science Monitor; P. L. Thomson, Western Electric C 
A. B. C. President; and T. W. Dowling, New York World Telegram. 


charge $1 


All other classifications (single insertion rates): % inch 


e rates for this department are as follows: 
Theis Wanted” and RSituations Wanted,” 30 cents a line, minimum 


2.75; 1 to 3 in., 


in., $4.75; 4 to 6 in., per in., $4.50; 7 to 9 in., per in. 4, 5; 10 to 12 in. 
oor ~, 93406: 13 to 15 in., per in., $3.75. Write for } a on term 
contracts. 
POSITIONS WANTED PHOTO-OFFSET 


cion and competitive passion over- 
board and continue in harmony and 
good-will. 

“The A. B. C. is worth too much 
to all of us to jeopardize its future.” 

Ken R. Dyke, general advertising 
manager of the Colgate-Palmolive- 
Peet Company, Jersey City, N. J., was 
introduced by President P. L. Thom- 
son as a@ man in control of an ad- 
vertising appropriation of $8,000,000. 

He emphasized the confidence of 
advertisers in the A. B. C. and its 
management, and their appreciation 
of the service which the organiza- 
tion makes possible to buyers. 

“I can assure you,” he added, 
“that of all the organizations in ad- 
vertising, with due respect to the 
good work which they all do, the 
one which advertisers and advertis- 
ing could least spare and would miss 
most is the A. B. C. 


Supplies Believable Facts 


“The A. B. C. gives us buyers be- 
lievable facts, without which intelli- 
gent selection of the mediums to 
carry our advertising to the folks we 
want to get it to would be impos- 
sible. 

“All of us here are familiar with 
the chaotic conditions which sur- 
rounded media buying before the 
formation of the A. B. C. And surely 
it is no exaggeration to state that 
without the A. B. C. and the efficient 
auditing of circulation data which 
it has successfully been bringing to 
advertisers for over 20 years, ad- 
vertising could never have become 
the important business tool which it 
is today. 

“The confidence of advertisers in 
A. B. C. reports has undoubtedly 
been one of the greatest factors in 


live and let live, let’s throw suspi- 


the growth of national advertising 


SIGHS OF FALL @ The good old frost is on 


the w. k. pumpkin; strange looking men wander 
afield in search of game; the farmer dons his 
heaviest and dirtiest sweater as he fares forth to 
prime the pump before the milk trucks arrive. 

It is Fall again. 

Departing, regretfully, from the simile bucolic— 
we hasten to report upturns in our Fall business 
that confirm us in the widely growing belief that 
2 “things are better.’’ Advertising has taken a new 
as hitch in the old belt; we're getting pretty close 

to high gear again. 
All of which means, of course, that you will 
very shortly need the expert and interested co- 
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lineage in all mediums during the 
past 20 years.” 

Mr. Dyke declared himself in fa- 
vor of intelligent criticism and 
questioning of management or rules 
of any organization, provided that 
the criticism and desire for change 
is in the best interests of all. 

“I am opposed, as I hope you are,” 
he said, “to imposing majority rule 
on minority groups in a cooperative 
organization such as the A. B. C. 
“I know that from the buyer’s 
standpoint complete standardization 
of forms between publishing groups 
is impossible. Obviously, we buyers 
want different information in differ- 
ent form for magazines as compared 
with newspapers, and from news- 
papers as compared with business 
publications. 


May Be Less Standardization 


“While granting that improve- 
ment is always possible, I am not so 
sure that future improvement may 
not lie along the lines of further 
deviation from standardization, in- 
stead of more of it. The present 
forms are excellent! They give us 
the information we want. I trust 
and believe that we buyers are in- 
telligent enough to use them the way 
you want us to.” 

The final address in the session 
devoted to the newspaper report was 
by Thomas H. Beck, president of the 
Crowell Publishing Company, New 
York, who made a rousing talk in 
favor of getting together for the 
common goal of attracting more dol- 
lars into the advertising pages of all 
publications, instead of quarreling 
about details. 

“This bureau, conducted, founded 
and managed by advertisers and ad- 
vertisers’ representatives, that is, 
the agencies, must go on as at pres- 
ent constituted,’ he declared. “I 
was glad to read in the Newell re- 
port that they recommended that in 
no less than three places. That is 
terribly important, because the min- 
ute any of us publishers begin to 
dominate the action of this board, or 
try to, or of this organization, the 
confidence which the advertisers 
now have in it will be depreciated 
beyond all question.” 

Mr. Beck discussed the accounting 
practices of the bureau, which were 
criticized in the newspaper report, 
and defended the method employed, 
of crediting dues paid only as 
earned. This, he said, is the only 
safe practice. 

“Let us stick to the price of eggs 
and forget that we represent any 
money, and think of what we repre- 
sent in progress, in greater oppor: 
tunity,” he concluded. “Business is 
good with me; I hope it is good with 


you. It is just rolling fast. Why 
gum it? Why put anything in the 
way? 


“Why not every newspaper man 
that is here, every magazine man 
that is here, every farm paper man, 
business paper man, go home and 
get some more orders!” 


Named by Allegany 
Stewart, Hanford & Frohman. 
Rochester, N. Y., have been named 
by Allegany Refiners, Inc., Bolivar, 
N. Y., for advertising of Bolivar 
motor oils, fuel oil and gasoline. 


Adcrafters Hear Knudsen 


W. S. Knudsen, executive vice- 
president of General Motors Corpora- 
tion, will speak before the Adcraft 
Club of Detroit Oct. 25, in the audi- 
torium of the General Motors Bldg. 


Newspapers and radio will be used. 


CREATIVE—LAYOUT MAN 
now employed. Unusual background 
of 16 years with agencies, studios, 
etc. Excellent reputation. Capable of 
doing finished art. Box 641, ADVER- 
TISING AGE, Chicago. 


This is no time to plow under good 
ideas. If you need a copy or sales 
promotion assistant or expert secre- 
tary; advertising magazine back- 
ground, write WM. ALEXANDER, 601 
W. 115 St., New York City. 


MULTIGRAPHING— 
MIMEOGRAPHING 


Small orders or large runs at rea- 
sonable rates. Addressing and mail- 
ing. Rush orders delivered promptly. 


SAVE TYPESETTING and ENGRAV- 
ING COSTS BY PHOTO-OFFSET, 
most economical printing process. 
Reproductions of sales letters, price 
lists, bulletins, pamphlets, illustrated 
advertising literature, diagrams, etc. 
600 COPIES—$2.50—Add’l hundreds 
20c. Typesetting or cuts unnecessary. 
Samples on request. 
LAUREL PROCESS, 480 Canal St.,N.Y. 


OFFICE EQUIPMENT 


OFFICE MACHINERY AT HALF 


Write for Free List of 
Typewriters, Addressographs, 
Duplicators, Folders, 
Dictaphones, and Supplies 


Notice of New 
““Expose’’ Book 


Chicago, Oct. 17.—A number of 
drug and cosmetic manufacturers 
are receiving letters from Lawrence- 
ville, Ill., stating that a new booklet, 
“Fraud and Poison for Profit,” de- 
signed to “debunk the false claims 
of advertisers as to their products,” 
is being prepared. 

The writer, Leonard B. Ros- 
borough, announces that he desires 
to have all statements “strictly ac- 
curate,” and that he will be happy to 
receive any comments or correc- 
tions. 

He encloses an outline of the 
booklet as a whole, a resume of the 
portion referring to the class of 
products which the manufacturer 
sells, and also “proposed copy re- 
lating to your particular product.” 
The booklet, Mr. Rosborough’s 
letters state, will be distributed 
among women’s clubs, consumer 
organizations, professional people, 
educators, and the public in gen- 
eral. 

The outline of “Fraud and Poison 
for Profit” follows: 

“Brief booklet debunking false 
claims of advertisers, exposing 


Cee esto aang. St. New’ York. || PRUITT, INC.,528 Pruitt Bg, CHICAGO 

PEnnsylvania 6-5970. 
° poisonous and harmful dopes— 
Gives Advance tooth and mouth preparations, 
pastes, powders, washes, _ teeth 


whiteners; “skin foods” and astrin- 
gents; hair dyes; antiseptics; med- 
icines; skin bleaches; foods; etc. 

“Emphasizes fact that advertising 
in ‘best’ magazines no protection, no 
guarantee of good faith. Advertis- 
ing so profitable that publishers 
join with nostrum makers in fight- 
ing laws designed to protect public 
against fraud and poison, outrageous 
charges for cheap, simple mixtures. 
Radio even worse than magazines. 
Laws ineffective. Knowledge of 
the racket only real protection for 
the consumer. 

“Many advertisers of well-known 
products are quacks in one way or 
another. Should adopt Joe Penner 
as their mascot. ‘Mr. Penner, un- 
leash the duck. Quack, Quack!’” 


“Harper’s Bazaar” Reports 
Lineage Up Over 1934 


ADVERTISING AGE for Oct. 14, in re- 
porting advertising lineage for na- 
tional magazines, gave lineage of 
Harper’s Bazaar for October, 1935, 
as 76,021 lines, and for October, 1934, 
as 76,709 lines, the figures furnished 
by National Advertising Records. 

Harper’s Bazaar, however, has in- 
formed ADVERTISING AGE that these 
figures are in error, and that the cor- 
rect figures are: October, 1935, 76,715 
lines; October, 1934, 76,370 lines. 


(Advertisement) 


Liquor Sales Follow Income Curves 
Executives—The Market for Quality Goods 


Business men buy the high-priced 
liquors. They are the market. Not nec- 
essarily because they drink more. But 
they entertain for business and in their 
homes. They can’t afford to buy and 
serve other than the best. 

Perhaps Chicago sales of your cli- 
ents’ better brands are a problem. Pos- 
sibly you have difficulty in justifying, 
with results, the money you are spend- 
ing. You may be buying too much cov- 
erage among those who just can’t buy 


what you're selling. Remember—in six 
Central Western states, including Illi- 
nois, 15,529 persons report incomes of 
$10,000 or more. 

This is the Chicago Journal of Com- 
merce market. It is your market for 
imported and bonded liquors. This news- 
paper is the only inexpensive means of 
reaching it. Famous brands are adver- 
tised in the Chicago Journal of Com- 
merce—the daily business and financial 


newspaper of the Central West. 


KETTERLI 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 


US 


NEW YORK CHICAGO BOSTON 
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ENGRAVERS HOLD 
DETROIT MEETING 


Detroit, Mich., Oct. 15.—Discussion 
of the necessity and ways to curb 
the inroads of offset printing occu- 
pied the center of off-stage talk at 
the annual convention of the Amer- 
ican Photo Engravers Association 
Thursday and Friday. 

It was generally felt that the in- 
dustry, either as a whole or by indi- 
vidual units, should spend time and 
effort to present to all users of print- 
ing the advantages of letter press 
printing, and consequently increase 
the use of engraving. 

Plans for producing more photo- 
engraving business were presented to 
the association by Commissioner 
Louis Flader, of Chicago. About 60 
members attended the convention, 
which set new high marks for inter- 
est and number of exhibits. Several 
new developments were unfolded, 
but none of revolutionary character. 

Present officers of the association 
were re-elected. They are: Peter 
Schotanus, Detroit, president; Albert 
Hoffman, San Francisco, first vice- 
president; Louis A. Wildman, New 
York, second vice-president; O. F. 
Kwett, Canton, O., secretary-treas- 
urer; and Mr. Flader, Chicago, com- 
missioner. 

Re-elected members of the execu- 
tive committee include Robert W. 
Hirchert, Cleveland; Henry Grady, 
Atlanta; Henry Mawicke, Chicago; 
Elmer W. Held, St. Louis; and James 
J. Stinson, Philadelphia. 

The Employing Photo-Engravers 
Association held its meeting Oct. 
9. This organization, composed of 
operators of open shops, re-elected 
the following: T. F. McGrath, Chi- 
cago, president; Max Cunningham, 
Washington, vice-president; Carl 
Stewart, Detroit, treasurer; Tanner 
H. Freeman, Cleveland, executive 
secretary. Frank H. Clark, of 
Cleveland, Lee Stephenson, of Kan- 
sas City, and Charles A. Clark, Den- 
ver, were re-elected to the board of 
directors. Charles Clark was re- 
elected chairman of the board, and 
Gustave Blancke, Buffalo, was elected 
to the board. 


Advertising Women 


Ready with Course 
Rita Otway, New York Edison 
Company, president of Advertising 
Women of New York, Inc., will open 
the club’s seventh annual course in 
advertising Oct. 21. Classes. will 
meet Monday evenings through April 
6 at the New York Times Annex. 
No scholastic requirements are 
necessary for registration and young 
women entering may compete for 
scholarships. The tuition is $10. 


1400 ROOMS 
with BATH, RADIO 


$7.50 
from single 
AND $3.50 povers 


LINCOLN 


44th to 45th Sts. at 8th Avenue 


NEW YORK 


IT SEEMS THAT ONE OF THIS FOURSOME IS SHY 


In this group, taken at the A. B. C. dinner, are Fred Bohen, Successful Farming; 
W. A. Grove, Edison General Electric Appliance Company; Stuart Peabody, 
The Borden Company; and Eben Griffiths, Socony Vacuum Oil Company. 


Named for Toiletries 


Ramsdell, Inc., New York, Rams- 
dell’s Sulphur Cream and Ramsdell 
toilet preparations, has appointed 
William Irving Hamilton, Inc., New 
York. Newspapers and direct mail 
are being used initially. 


Adclubbers Plan Party 


The New Haven, Conn., Advertis- 
ing Club will hold a Hallowe’en barn 
dance Oct. 31, at Fairlea Farms, 
Orange. Host at Fairlea Farms is 
Wilson H. Lee, New Haven agency 
head. 


Magazine Copy 
Promotes New 
Wallace Offer 


Wallingford, Conn., Oct. 17.—R. 
Wallace & Sons Mfg. Company will 
use one-column copy in fall issues 
of American Home, Better Homes 
and Gardens, and Ladies’ Home 
Journal to promote a special 100th 
anniversary offer, designed to boost 
sales of large sets of silver. 

Wallace will offer a 38-piece set in 
its two leading patterns of “silver 
shod” plate at “bargain” prices, in 
combination with a gift of a special 
presentation chest and a solid silver 
bird or steak carving set with guards 
to match the pattern selected. 


Features Carving Set 


Magazine copy features the carv- 
ing set, which is illustrated in both 
patterns. The price of the merchan- 


dise in the special offer, having a 
stated value of $62, is given as $42. 
The phrase “Please accept with our 
compliments” is prominently used. 

The campaign was announced to 
retailers by means of an effective 
but inexpensive brochure in which 
proofs and mimeographed sheets 
were pasted. 


Dramatic Comparison 


To dramatize its consumer adver- 
tising to dealers, Wallace again uses 
the “outdoor poster” comparison, 
pointing out that “during November 
4,200,000 magazines will carry the 
message. . . If these ads were pasted 
up so as to entirely cover full-size 
billboards, one billboard would ap- 
pear every mile from New York to 
San Francisco, San Francisco to St. 
Louis, and St. Louis back to New 
York.” 

Sales promotion accessories sup- 
plied with sets bought by retailers 
include a window card, special price 
card, and a newspaper mat dupli- 
cating the magazine copy. 


mL 
14 


FAITHFULLY REPRODUCED 
on THis WHITER oreset paper 


OLOR in an offset paper is important. 
A WHITE such as that of LEXINGTON 


sent on request. 


OFFSET provides a sparkling background 
for faithful reproduction. Middle tones, and 
all the gradations from white to dense 
black are held in their true balance on 
this brilliant White offset paper. Then 
too, LEXINGTON OFFSET gives you a paper 
that is free from stretch and fuzz, and is 
surface-sized for smoother impressions. 
Specify LEXINGTON OFFSET for posters, 
display cards, window strips, wall han- 
gers, maps, broadsides and circulars. Made 
in standard and four fancy finishes. Test 
sheets and illustrated literature will be 


PLEASE ADDRESS ALL REQUESTS TO SALES DEPARTMENT F 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 


BRANCH SALES OFFICES: Atlanta, Boston, Chicago, Cleveland, Philadelphia, Pittsburgh 


OFFSET 


TERNATIONAL 


Value 
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ADVERTISING IN 
DAILIES UP 47 
IN SEPTEMBER 


New York, Oct. 18.—Advertising 
lineage in the newspapers of 82 cities 
which were measured in September 
of both 1934 and 1935 by Media Rec- 
ords, Inc., shows a gain of 3.9 per 
cent this year over last according to 
ADVERTISING AGE’s analysis. The total 
advertising lineage in these news- 
papers was 142,445,685 in September, 
a gain of 5,320,867 over the 137,124, 
818 carried last September. 

All classes of advertising showed 
an increase, with the exception of 
automotive. This classification, due 
in great measure to radical changes 
in announcement dates of new mod- 
els, showed a decrease of about 39 
per cent from last year. The 1935 
figure was 4,060,285 lines, a loss of 
2,603,311 lines from the $6,663,596 
lines carried last year. 

Retail lineage totaled 84,245,614 
lines in September, compared with 
80,564,038 lines last year, for a gain 
of 3,681,576 lines, or about 4.6 per 
cent. 

General lineage totaled 28,854,076 
lines, up 425,178 lines from the 23,- 
428,898 lines carried last year, for a 
gain of 1.8 per cent. 

Financial lineage continued its 
comeback, last month’s total being 
2,187,199, compared with 1,874,578 
last year, for a gain of 312,621 or 
about 16.7 per cent. 

Classified gained 2,423,581 lines, 
about 10.8 per cent, with a total of 
24,900,175 lines. Last September’s 
total was 22,476,594 lines. 

The individual totals for these 82 
cities, as well as for a number of 
cities which were not measured in 
1934 by Media Records, and which 
for that reason are not included in 
this analysis, are given in the ac- 
companying tabulation. 


“Baby Tugwell 
Bill’’ Hearing 
Is Postponed 


New York, Oct. 17—Drug and cos- 
metic manufacturers, acting through 
their national associations, have suc- 
ceeded in securing a postponement of 
the hearing on the proposed local 
ordinance to regulate merchandising 
of drugs and cosmetics, which, on 
its sudden appearance last week, was 
immediately dubbed the “baby Tug- 
well bill” because of its severity and 
impracticability. 

The hearing originally scheduled 
for Oct. 14 has been postponed until 
Dec. 2. 

In granting the request for time, 
Dr. John L. Rice, Commissioner of 
Health, asked that all interested 
parties submit briefs at least ten 
days prior to Dec. 2. There was no 
intention, he said, to curtail any 
legitimate business interest, but he 
would like manufacturers to advance 
constructive suggestions as to means 
for safeguarding the health of New 
York citizens. 

The proposed ordinance provided 
for a registration fee of $25 and an 
annual renewal fee of $10 on drugs 
and cosmetics. The measure was 
planned to provide an annual budget 
of $135,000 for financing a Bureau of 
Drugs and Cosmetics to examine 
products and advertising in these 
fields. 


Drug Advertisers 
Club Elects Officers 


The Pharmaceutical Advertising 
Directors’ Club, New York, re-elected 
all officers at the regular monthly 
meeting Oct. 10. The administration 
comprises: Adam P. Piret, Winthrop 
Chemical Company, president; Doug- 
las Wakefield Coutlee, Merck & Co., 
vice-president; A. Douglass Brewer, 
Ciba Company, treasurer; and E. 
Walton Bobst, Hoffmann-LaRoche, 
Inc., secretary. 

The membership of 25 also voted 
to admit advertising executives of 
pharmaceutical companies in other 
cities. 


SEPTEMBER NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN 89 LEADING CITIES 


Total 


Total 
(including (Including 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1935 1,211,932 153,976 44,142 17,074 299,897 1,756,142 1935 600,918 215,006 23,369 25,720 $29,574 1,449,184 
pS Oe ee 1934 1,158,697 182,071 58,270 5,249 236,990 1,659,274] Brooklyn .....1934 756,881 237,316 43,374 20,738 417,057 1,705,284 
Diff +53,235 —-28.095 —14,128 +11,825 +62,907 +96,868 Diff —155,963 —22,304 —20,005 +4,982 —87,483 —256,100 
1935 $54,824 321,867 59,243 44,155 261,819 1,578,818 1935 400,087 69,307 17,120 6,341 35,327 583,22 
*Albany ..... 1934 913,872 359,704 75,671 40,037 258,083  1,682,830| Niagara Falls..1934 330,491 70,383 29,383 4,957 31,934 476,036 
Diff —59,038 —37,837 —16,428 + 4,118 +3,736 —104,012 Diff +69,596 —1,076 —12,263 +1,384 +3,393 +107,188 
1935 373,571 83,546 35,034 4,356 91,016 598,097 1935 627,185 208,094 29,265 14,923 348,726 1,242,954 
Albuquerque ..1934 412,596 99,853 43,925 7,326 73,886 643,248 | Oakland ..... 1934 583,660 181,332 75,163 15,255 331,938 1,201,202 
Diff —39,025 —16,307 —8,891 —2,970  +17,130 —45,151 Diff +43,525 +26,762 —45,898 —332 + 16,78 + 41,752 
1935 3,321,835 342,355 51,533 39,907 $83,717 2,151,019 1935 872,482 258,587 44,846 15,499 251,854 1,447,628 
*Atlanta ..... 1934 1,152,162 $92,541 92,587 31,152 302,808 1,988,399] Okla. City....1934 791,158 258,345 110,777 13,364 240,505 1,416,498 
Diff +169,673 —50,186 —41,054 +8755  +80,909 +162,620 Diff +81,324 +242 —65,931 +2,185 +11,34 + 31,130 
1935 248,487 50,723 20,161 1,453 62,781 394,652 1935 $91,391 336,235 61,944 12,122 214,483 1,623,942 
Atlantic City..1934 221,056 69,421 20,190 2,116 66,025 390,120] *Omaha ...... 1934 836,177 252,878 $4,222 4.419 189,833 1,369,978 
Diff +27,431 —18,698 —29 —663 —3,244 + 4,532 Di +55,214  +82,357 —22,278 +7,70 +24,650 +153,964 
1935 1,833,116 505,711 86,511 35,887 538,377 3,026,899 1935 1,200,998 277,657 48,451 10,022 269,690 1,857,298 
*Baltimore ...1934 1,704,081 542,239 157,133 24,444 618,011 2,980,451] Peoria ...... .1934 1,074,517 294,082 74,326 7,569 216,153 1,682,903 
Diff +129,035 —36,628 —T70,622 +11,443 + 20,36 + 46,448 Difé +126,481 —16,525 —26,875 +2,453 +653,637 +174,395 
1935 305,737 122,975 18,097 1,829 88,725 547,450 | }Perth Amboy. 1935 198,941 46,627 19,285 9,660 18,807 309,292 
Bangor ......1934 322,176 137,409 38,724 4,703 84,744 596,330 1935 2,629,998 $13,112 114,070 50,161 613,428 4,420,225 
Diff -—16,439 — —14,434 20,627 —?,874 +3,981 _ —48,880 | philadelphia ..1934 2,759,027 $30,437 163,730 33,086 578,156 4,520,520 
1935 828,325 258,103 34,751 28,416 203,287 1,418,866 Diff —129,029 —17,325 —49,660  +17,075  +35,272 —100,295 
Birmingham ..1934 741,270 257,494 61,645 19,576 152,5 1,226, 1935 523,154 143,566 40,765 5,738 168,582 $88,261 
Diff +. 97 055 +609 — 26,894 +8840 +50,720- + 192,287] phoenix ...... 1934 $44,278 196,188 83,039 6,169 135,473 967,879 
1935 2,860,844 994,875 102,398 70,8038 134.663 4,798,881 Diff —21,124 —52,622 —42,274 —431 +33,109  —79,618 
2*Boston ...... 1934 2,782,412 972,875 151,268 54,896 698,229 4,706,593 1935 1,885,693 557,280 53,303 11,632 404,592 2,989,680 
Diff + 78,432 +22,000 = —48,870 —+15,907 + 26,333 + 92,288 | epittsburgh ...1934 1,877,557 44,672 107,704 8,598 339,951 2,857,864 
1938 1,478,154 369,229 67,581 41,440 288,426 2,271,799 Dift +8,136 +112,608 —54,401 +3,034 +64,641 +131,816 
TRIO ccccces 193 1,325,446 353,772 111,712 23,326 279,620 2,115,249 1935 888,428 304,843 39,110 14,231 354,371 1,602,587 
Diff +152,708 —+15,457 = —44,131 + 18,114 +8,806  +156,550| portiand ..... 1934 848,537 302,459 99,665 10,965 314,893 1,578,427 
1935 380,160 100,985 23,563 4,551 79,333 612,358 Diff +39,891 +2,384 —60,555 +3,266 +39,478  +24,160 
%Camden .....1934 317,058 112,493 33,966 5,048 86,992 616,971 1935 1,023,625 555249 72,155 45.374 307.258 1.782,.812 
Diff + 63,102 —11,508 10,408 o—aer —7,659 —4,613 | providence 1934 968,137 274,727 106,552 34,470 305,625 1,734,990 
1935 497,947 140,003 28,706 18,275 114,721 $04,728 Diff +55,488 —19,478 —34,397  +10,904 +1,633  +47,822 
Chattanooga ..1934 450,112 139,416 44,242 14,297 111,434 766,747 1935 725.536 217,636 42,195 4,620 136,689 1,154,239 
Diff +. 47,835 +587 —15,536 + 3,978 +3,287 + 37,981] Reading ..... 1934 7163;637 156,447 66,894 10,339 114,796 1,134,357 
1935 2,455,244 749,653 70,677 49,910 1,058,747 4,396,945 Diff —38,131 +61,189 —24,699 —5,719  +21,893  +19,882 
*Chicago .....1934 2,249,331 $16,387 161,053 47,502 1,015,745 4,323,384 i938 TTA TAIT 46.637 36310 352.966 1.448.708 
Diff _+205,913 = —66,734 — —90,376 2,408 + 43,002 : Richmond 1934 833,061 192/812 76.225 24,065 219,181 1,355,363 
1935 1,273,516 353.331 72,414 27,742 438,476 2,175,997 Diff +49,674  +33,803 —30,188 +2,245 +33,785  +88,346 
Cincinnati ....1934 1,218,828 369,52 103,011 19,91 10,71 2, , 1 1935 1,499,996 380,372 $4,986 59,867 371,603 2,420,001 
Diff +54,688 = —16,197 30,597 +7,828 + 27,762 + 40,306 | eRochester 1934 1,236,954 400,966 111,348 68,445 330,166 2,168,776 
1985 1,542,510 417,990 91,309 39,426 390,237 2,489,915 Diff +263,042 —20,594 —26,362 —8,578 +41,487 +251,225 
Cleveland ....1934 1,430,434 361,877 114,960 36,292 351,335 2,302,794 . TK = - 
RR yn ee eg cman $3302 #187121 | tRockfora 1936 529,718 140,984 34,412 3,554 113,036 920,049 
——— 7 - ~ = - 1935 896,72 258,808 66,643 20,865 254,933 1,513,077 
1935 1,087,325 280,958 55,182 57,879 304,751 1,798,035 i as rea 44 - 4 Pei 
3 9 7 4 Salt Lake City.1934 830,1 222,612 106,658 13,742 220,768 1,406,946 
Columbus ..... 1934 1,041,496 304,728 68,823 47,127 274,099 1,748,411 Dift + 66,599 + 36,196 —40,015 +7,123 +34,165 +106,131 
Diff +45,829 —23,770 —13,641 +10,752 +30,652 +49,624 Ty TT ETH ETT va Or TTR TO 
1935 1,647,750 338,601 41,716 29,824 403,412 2,479,298 16 4 gd’ fet gys ¥ oa rewig bs ery 
7 : 1,716 4 03,4 San Antonio..193 $25,732 289,825 77,877 20,966 299,620 1,519,515 
Halles 20.50. -1934 1,585,039 329,422 2,312 27,227 351,727 2,398,863 Dif +66149 +16426 —28/117 45542 +59289 4129684 
Diff  +62,711 +9,179 —50,596 +2,597 +651,685  +80,435 7555 TaTT RT 56317 att) S68 LTRS BS 
= 7 277, , , , , , 
1935 946,903 231,696 51,412 33,453 367,794 1,660,542 |} san Diego.....1934 776,328 240,544 125,028 20,716 285,232 1,492,847 
Dayton ...... 1934 1,295,543 286,096 76,775 15,969 300,858 2,013,840 Diff +214433 436624 —-35,211 46184 +64809 4946967 
Diff —348,640 —54,400 —25,363  +17,484  +66,936 —353,298 5586 1.353083 TET 5357 ST are a Ta5-50 
1935 791,765 223,859 45,126 18,105 292,699 1,384,892 | esa, Francisco.193 1259 00 433 567 9 a36 oe es 
23,85 an Francisco.1934 1,259,363 500,433 156,776 51,61 661,892 2,650,952 
Denver .......1934 740,331 221,172 80,114 12,271 273,301 1,347,338 Diff +79.719 +22'839  —79'985 46359 +87:339 4112-409 
MR. he eee —— ce eeemorteee | ishenssiady .1008 306,018 145,500 24,626 11,723 144,767 1,152.81 
935 505,750 189,487 41,098 6,515 228,388 961,163 nes Ca — ded to 2 
Des Moines....1934 502,255 200,874 78,998 3,409 197,815 985,515 | , cco Mees 6 eee Mt 44 sip 0 See eee 
Diff +3,495 —11,387 —37,905 +3,106  +26,018 —24,352| *Seattle ...... oo ae bare ef a xr} Mego are ars 
1935 1,776,885 613,424 86,335 37,376 742,843 3,268,014 et wie oS Ed 
*Detroit ...... 1934 1,693,515 525,22 155,711 43,755 597,830 3,016,563 1935 491,503 120,808 18,765 1,273 100,385 741,683 
Diff +83,370  +88,204 —69,376 —6,379 +145,013 + 241,451 | Sioux ane. «+ ae Rg rete erg tr ept et at y+ ire 
1935 335,840 99,975 17,303 13,797 51,193 624,487 ——— wm Dkk hd —— —— oo 
Easton .......1934 325,463 77,759 22,405 12,275 37,879 483,104 1935 652,805 140,345 37,586 20,006 177,882 1,034,193 
Diff +10,383  +22,216 —5,102 +1,522  +13,314 + 41,383 | South Bend... 8 eer ant opens ones ere ata 
1935 454,279 130,689 28,717 2,525. 148,385 766,626 oe A 2S Le 12 SA a 
El Paso.......1934 518,443 122,815 63,857 3,813 149,802 860,774 1935 631,063 214,138 43,556 28,899 250,095 1,176,638 
Diff —64,164 +7,874 —35,140  —1,288 —1,417 —95,149| Spokane ..... of] .e bo gery foe oe he og 
1935 469,747 248,810 4,785 1,954 171,510 925,786 a8 —— —— aa Mad an 44 
eer 387,226 151,916 58,397 5,178 157,943 778,172 1935 1,439,763 418,234 59,770 26,988 514,278 2,472,697 
Dift +82,521 + 96,894 —33,612 —3,224 +13,.567 + 147,614 St re a 1934 1,485,018 352,256 114,232 18,568 540,922 2,514,907 
a555 sa7 tas STRTT 73095 aT TIM GER Diff —45,255 +65,978 —54,462 +8,420 —26,644 —42,210 
j 212,152 2,902 04 ’ Oe - a. : r- r - 
Evansville ....1934 872,642 184,464 77,344 22,233 156,600 1,322,201] tSt._ Paul..... 1935 1,101,724 361,415 52,037 24,963 300,815 1,851,702 
Diff +24,901 +27,688 —4,372 + 8,982 +9,075 +65,425 1935 1,000,556 325,204 61,335 38,379 300,167 1,818,878 
1936 253.380 $1,604 i7.iks 3.571 28,390 391,424 | *Syracuse ....1934 995,255 332,196 91,126 33,607 248,475 1,866,902 
Fall River.....1934 183,671 79,272 33,694 5,120 24,647 335,824 Diff + 5,301 —6,992_ —29,791 +4,772 + 51,692  —48,023 
Diff +69,709 +2,332 —16,536 —1,549 +3,743  +55,600 1935 496,861 157,851 28,911 9,639 249,300 944,786 
1935 $39,340 187,158 41,396 23,342 155,320 1,265,635 Tacoma +eee +1934 474,626 212,974 75,681 10,357 208,945 985,826 
Ft. Wayne....1934 677,533 175,580 57,005 13,342 128,687 1,061,260 Diff _+22,236 55,123 46,770 —718___ + 40,355 —41,040 
Diff +161,807  +11,578 —15,609 +10,000 +31,633 +204,375 1935 980,124 205,790 58,975 19,504 175,485 1,448,240 
1935 590,796 233,003 29,939 11,012 202,330 1,076,603 | Toledo ....... 1934 = 57,996 186,583 64,713 20,146 159,750 1,193,742 
Ft. Worth..... 1934 560,635 204,902 58,357 3,284 175,899 1,010,337 Diff + 222,128 +19,207_ 5,738 —642+:15,7385 + 254,498 
Dif€ +30,161 +28,101 —28,427 +7,728  +26,431 +66,166 1935 1,776,938 591,403 82,411 31,377 785,748 3,284,112 
1935 307,237 66,786 15,970 9,214 109,854 530,672 TWerests occses 1934 1,824,236 572,552 90,637 81,151 721,401 3,297,248 
Freeport ..... 1934 248,526 65,198 32,899 16,962 89,988 469,469 Diff 47,298 + 18,851 —8,226  —49,774 + 64,347 —13,136 
Diff +658,711 +1,588 —16,929 —7,748 +19,86 + 61,203 1935 354,166 100,356 29,512 13,659 48,623 563,348 
TT 378.527 37,732 15.668 7,707 62,481 502,071 | Trenton 1934 379,196 107,456 35,019 17,473 49,397 599,782 
Gary veveveedhte eoats arias = ere) 4 1912, 4.37? s4esea [FT 85 BER TO TERT Ba aa 
+62,278 —11,29 —9,57 $1,912  +18,17 +46, = eee 5770 72,251 1,84 4,647 54,255 495,896 
1935 253,831 35,255 12,314 16,002 34,465 359,981 1935 $50,097 167,741 45,579 22,224 199,104 1,295,666 
Glens Falls....1934 215,028 52,914 13,392 15,353 $3,927 347,061| Tulsa ........ 1934 770,963 143,993 72,159 21,698 216,941 1,228,106 
Diff +38,803 —17,659 —1,078 +649 +538  +12,920 Diff +79,134 +23,748  —26,580 +526 —17,837  +67,559 
935 465,711 167,974 39,063 10,485 81,954 780,759 1935 1,657,865 320,346 120,426 62,437 335,857 2,618,422 
‘Harrisburg ..1934 425,837 143,284 53,389 8,820 72,085 716,134] Westchester 1934 1,516,037 388,563 162,584 65,267 337,343 2,675,645 
Diff +39,874  +24,690 —14,326 +1,665 +9,869  +64,625| Group Diff +141,828 —68,217 —42,158 —2,830 —1,486 —57,223 
1935 1,233,020 236,967 69,109 46,374 173,847 - 1,777,870 1935 914,690 208,180 39,624 10,097 306,283 1,484,357 
Hartford .....1934 1,101,993 234,246 86,553 43,424 155,248  1,637,830| Wichita ...... 1934 827,587 292,823 110,973 6,305 282,511 1,537,386 
Diff +131,027 +2,721 —17,444 +2,950 +418,599 +140,040 Diff +87,103 —84,643 —71,349 +3,792 +23,772  —53,078 
1935 1,080,501 272,933 40,168 19,613 382,541 1,961,589 1935 1,339,682 434,929 59,640 16,320 130,964 2,008,405 
Houston ......1934 995,768 270,172 71,310 11,502 322,092 1,683,095 | Wilkes-Barre..1934 1,419,367 273,679 113,687 11,619 138,578 1,976,951 
Diff +84,733 +2,761 —31,142 +8,111  +60,449 +4278,494 Diff —79,685 +161,250 —54,047 + 4,701 —7,614 +31,454 
1935 1,439,504 279,811 66,096 25,548 399,481 2,225,783 1935 713,504 164,108 53,491 22,429 185,289 1,143,950 
Indianapolis ..1934 1,348,075 295,351 $2,936 24,599 380,257 2,140,435 | Youngstown ...1934 559,433 139,682 56,034 9,896 123,798 896,081 
Diff +91,429 —15,540 —16,840 +849 +19,224  +85,348 Diff +154,071 +24,426 —2,543 +12,533  +61,491 +247,869 
1935 560,662 161,998 32,254 20,800 200,310 982,762 1935 88,955,941 25,026,311 4,266,063 2,296,608 25,926,670 149,836,106 
Jacksonville ..1934 590,084 148,353 49,440 19,481 178,726 999,470 | Totals ........ 1934 80,564,038 23,428,898 6,663,596 1,874,578 22,476,594 137,124,818 
Diff —29,422 +13,645 —17,186 +1,319  +21,584 —16,708 Diff +8,391,903 +1,597,419 —2,397,533  +422,030 + 3,450,076 +12,710,287 
1935 436,188 59,217 17,149 7,501 83,883 620,147 ar” American Weekly” lineage included. 
Jamestown ...1934 414,970 101,699 26,045 6,273 79,815 664,641 ot measured in 1934, 
Dift + 21,218 —42,482 —8,896 +1,228 + 4,068 —44,494 1“Press Union,” morning and evening, sold in combination. Lineage of one edition, 
1935 396,813 105,351 17,700 2,688 48,932 574,802 wens 4 shown. ; 
Johnstown ....1934 352,051 62,405 36,184 2,657 40,848 496,898 ' obe, morning and evening, sold in combination. Lineage of one edition, 
Diff +44,762  +42,946 —18,484 +31 +8,084 — +77,904 ies oe sii Mibaakins “atthe! a is je . 
: 1935 684,643 «157,335 26,099 31,383 150,522 1,061,116 | “Courier” only is shown. ” rning, sold in combination. Lineage © 
Knoxville ....1934 575,133 150,934 42,364 27,815 114,637 920,511 «“Evening News’ carries the same amount of advertising as the ‘‘Patriot.” 
Diff __ + 109,510 +6,401__ — 16,266 + 3,568 + 35,885 + 140,606 &“Tennesseean,” morning and evening, sold in combination only. Lineage of morn- 
1935 1,918,850 534,310 $3,119 61,185 946,588 3,546,429 | ing edition only is shown. 
*Los Angeles..1934 1,701,727 518,416 189,830 38,598 875,363 3,328,921 —Media Records, Incorporated. 
Diff +4217,123 +15,894 —106,711  +22,587  +71,225 +217,508 
fLouisville ...1935 1,194,227 281,534 45,758 44,954 291,596 1,864,619 po Ad 1 b El 
1935 281,257 51,628 23,332 3,664 33,922 396,679 unior club Elects Appointed by Borden’s 
Manchester ...1934 221,115 $1,693 32,312 2,608 27,612 373,690 
Diff +60,142 —30,065 —8,980 +1,056 +6,310 + 22,989 Stuart M. Stevens, of W. Wachter Borden’s Farm Products, Inc, 
1935 $29,390 185,068 41,532 23,527 212,380 1,295,719] Engraving Company, was elected|New York, has appointed Brooke, 
Memphis .....1934 809,259 168,304 58,036 13,72 184,796 1,237,295 | president of the Junior Advertising |Smith & French, Inc., Detroit and 
Diff +20,131  #+16,764 —16,504 +9,802  +27,584  +658,424 , ’ 
= ~ = : Club of St. Louis Oct. 14. Other offi-| New York, to handle its radio ac- 
1935 1,317,239 408,625 56,392 12,885 469,626 2,275,591 : 
*Milwaukee ..1934 1,270,760 378.922 116115 19/848 553,336 2.375.645 |CeTS are: Albert Maescher, Jr., The}count. The initial program, designed 
Diff +46,479 +29,703 —59,723 —6,963  —83,710 —100,054| Ridgway Company, Bert Knefle, Na-|to appeal to young people of high 
- m 1936 1,313,485 372,111 45,493 17.688 368.664 2,177,423 ae ows 4 = a school age, will feature Lou Little, 
nneapolis .. ,256,92 ; ; ; 112 2,123, eCollum, Jr., J. A. McCollum - 
Diff +656,559 +33,547 —53,527 +7,060  +10,552  +53,809 | verticin 's i Ities C i Columbia University football coach, 
g Specialties Company, vice-|and George Hall’s orchestra. 
1935 1,586,279 636,422 60,856 35,747 248,299 2,586,457 | presidents; J. Gregg Puster, St 
Montreal es 1,713,914 579,934 79,864 54,613 268,583 2,713,910/7 on Seameienn Retiear mn . 
Diff —127,635  +656,488 —19,008 —18,866 —20,284 —127,453 4 ver- 
fMuncie ......1935 636,929 123,930 17,815 9,908 103,219 795,053 | tising department, secretary; C. Har- Kroger Sales Increase 
1935 599,551 202,487 38,203 20,796 182,048 1,053,192 |Old Dyer, San-Del Printing Company, 
SNashville ....1934 552,615 203,009 54,145 16,396 152,515 983,580 | treasurer. Cumulative sales of the Kroger 
Diff +46,936 —522 —15,942 +4,400 +29,533  +69,612 Grocery & Baking Company, Cincin- 
1935 1,387,109 312,005 48,025 41,154 503,426 2,399,683 . . ore: > nati, for the first ten four-week pe 
Newark ......1934 1,338,437 329,398 90,815 32873 311873. 2193603) Githens Joins “Liberty” | tioas of 1935 are reported to be 
Diff +48,672 —17,393 —42,790 +8,281 _+191,553__ +206,080| 5 
erry Githens has resigned from | $6,560,243 above sales for the same 
1935 1,547,919 345,357 54,280 26,015 614,669 2,703,838 | +), ti taff of is W iod in 1934 i four 
New Orleans..1934 1,614,767 346,117 84,667 21,607 607,066 2,537,426 ag promotion 8s of This “ perio : os oa ig cca ng Bey A oo 
Diff +33,1 _ —32,3 +4,408 +107,603 +166,412 become promotion manager of|per cent. To sales in the ten 
" 1935 5,958,811 1,625,438 108,539 270,327 1,199,983 9,197,691 | Liberty, and will be located in Lib-|'1935 period show a gain of $212,909 
*New York....1934 6,405,825 1,660,244 175,946 208,966 1,133,593 8,616,494|/erty’s new offices in the hanin | over 1934 figures, altho 101 fewer 
Diff +552,986  —34,806 —67,407 +61,361 +66,390 +581,197 y Chani & Be ugh 10 
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ADVERTISING AGE 


CANADIAN ADMEN 
PUZZLE OVER NEW 
‘CLEAN COPY’ LAW 


Association of Canadian Ad- 
vertisers Meets 


Toronto, Ont., Oct. 18—The duties 
of the Dominion Trade and Industry 
Commission, which began operation 
Oct. 1, and the interpretation of a 
new amendment on Canada’s statute 
books referring to advertisements of 
matter which “is untrue, deceptive 
or misleading,” are two sources of 
puzzlement to advertising and busi- 
ness men, it was disclosed at the 
annual convention here this week of 
the Association of Canadian Adver- 
tisers. 

Although the meeting was held be- 
hind closed doors and no official 
statement was forthcoming, it was 
learned that inquiries regarding this 
consumer-protection under federal 
control centered on three aspects: 
the legalization of agreements be- 
tween producers and the steps to be 
taken to enforce the Combines In- 
vestigation Act; the type of govern- 
mental machinery which will inter- 
pret the amendments to the new 
Food and Drug Act; and the admin- 
istration of the new Criminal Code 
provisions with respect to advertis- 
ing. 

The important new section, added 
to the 1935 statutes, and regarding 
which many Canadian advertisers 
admit themselves to be in the dark, 
reads as follows: 


Text of Section 


“(a) Every person who publishes. 
or causes to be published, any adver- 
tisement containing any statement or 
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guarantee of the performance, effic- 
acy or length of life of any product 
for the purpose of either directly or 
indirectly promoting the sale or dis- 
posal of such product and which 
statement or guarantee is not based 
upon an adequate and proper test, 
shall be guilty of an offence and 
liable upon summary conviction to a 
fine not exceeding $200 or six months 
imprisonment, or to both fine and 
imprisonment; provided that any 
person publishing any such adver- 
tisement accepted in good faith in 
the ordinary course of his business 
shall not be subject to the’ provisions 
of this sub-section; 

“(b) Without excluding any other 
adequate and proper test, a test by 
the Honorary Advisory Council for 
Scientific and Industrial Research 
or any other public department shall 
be considered an adequate and proper 
test for the purposes of this sub 
section, but no reference shall be 
made in any such advertisement to 
the fact that a test has been made 
by such Council or other public de- 
partment; 

“(c) On any prosecution under 
this sub-section, the burden of proof 
that an adequate and proper test has 
been made shall lie on the defend- 
ant.” 

The interpretation of this section 
as placed before the representatives 
of the Association of Canadian Ad- 
vertisers here, was that a test by 
the National Research Council will 
be deemed adequate by the Canadian 
courts and, that in order to be safe, 
advertisers should have a test made 
in advance of preparing copy. It was 
also pointed out that the Dominion 
Trade and Industry Commission will 
not approve advertising copy in ad- 
vance as a guarantee of legality; ad- 
vertisers must study the law and 
obey its provisions. 


Study Commissioner’s Duties 
It is claimed that the Commission, 
in the belief that Canadian business 
men are honest, will seek to bring 
about consumer-protection on a vol- 
untary basis. Unwitting contraven- 
tion of the amendment will not result 
in the immediate recommendation to 
the government that the offender be 
prosecuted; his remissness will be 
pointed out and he will be asked to 
rectify the error. 
As for the duties of the Commis- 
sion, these are regarded as non- 
regulatory. It is purely an investi- 
gating body, and its reports will be 
submitted to the Attorney-General of 
Canada. With respect to alleged com. 
bines, prosecution will be undertaken 
by the government; but, with respect 
to the new statute regarding adver: 
tising, this falling within the Crim- 
inal Code, its enforcement will be 
handled by police authorities and the 
attorneys-general of the various 
provinces, once information is sworn 
out against a firm or individual. 
Adding to the haziness, however, 
the Trade and Industry Commission 
Act specifically instructs the Com- 
mission to enforce these new sec: 
tions, this leading to the apparent be- 
lief that only the federal government 
will prosecute for infractions of the 
new advertising statutes. Nothing 
in the law, however, prevents one 
firm from legally proceeding against 
another. 
Food and Drug Act 


The Food and Drug Act amend- 
ments and their enforcement are now 
the concern of the Federal Depart- 
ment of Health. Instructions regard- 
ing these latter have been asked of 
the Department of Justice, particu- 
larly with respect to claims on labels. 
With the administration of the Food 
and Drug Act also coming within the 
milieu of the Dominion Trade and 
Industry Commission, the latter body 
enters the picture. Also included in 
the new Commission’s duties, with 
regard to the Combines Investigation 
Act, will be the enforcement of the 
statute against combines which work 
to the disadvantage of the public, or 
the legalization of a combine, if any. 

Officers of the Asociation of Cana. 
dian Advertisers for 1935-36 are as 
follows: 

President, B. W. Keightley, Cana- 
dian Industries Limited; vice-presi- 
dents, Glen Bannerman, Hudson 
Motors; A. J. W. Loader, Borden 
Company; G. M. Bertram, Lever 
Bros. 


Limited; H. S. Van Scoyoc, 


ANOTHER ADVERTISERS’ DIVISION SNAPSHOT 
fea {| 


Shown at the advertisers’ divisional meeting of the A. B. C. here are Ralph 

Butler, General Foods Corporation; Eben Griffiths, Socony Vacuum Oil Company; 

P. L. Thomson, Western Electric Company; Stuart Peabody, The Borden Company; 

Ralph Leavenworth, Westinghouse Electric & Mfg. Company; D. D. Richards, 
Sears, Roebuck & Co. 


Canada Cement Company; treasurer, 
G. S. H. Carter, Toronto, General 
Trusts Corporation; secretary, F. E. 
Clotworthy. 


Directors are A. M. Miller, Chrysler 
Corporation (Canada); H. H. Rim- 
mer, Canadian General Electric Com- 
pany; C. B. Watt, General Motors of 
Canada; Robert Jones, General Foods 
Limited; A. McD. McBain, Bank of 
Nova Scotia; E. F. Millard, Ford 
Motor Company of Canada; Leslie 
Choyce, McColl-Frontenac Oil. 


Republic Changes Set-up 
Following Steel Merger 


Following merger of the Corrigan, 
McKinney Steel Company with Re- 
public Steel Corporation, the follow- 
ing new Republic officials are an- 
nounced: T. M. Girdler, chairman 
and president; R. J. Wysor, vice- 
president and general manager; My- 
ron A. Wick, vice-president; N. J. 
Clarke, vice-president in charge of 
sales; C. M. White, vice-president in 
charge of operations; Donald B. Gil- 


lies, vice-president; Wayne. Hancock, 
secretary and treasurer; P. F. Boyer, 
controller. 

General offices of the company are 
being moved from Youngstown to 
Cleveland, where four floors have 
been leased in the Medical Arts 
Bldg., to be known hereafter as the 
Republic Bldg. 


Schlitz Cap-Sealed 
Cans Make Debut 


Introduction of Schlitz Lager Beer 
in cap-sealed cans was made in North 
Carolina and Virginia cities last 
week. According to Ray Weber, ad- 
vertising manager, markets in 
Georgia will be opened this week. 
Continental Can took space in the 
same issues of daily newspapers, 
using the Schlitz Lager can as an 
illustration. 

The initial advertisement, 1,500 
lines, was placed by the Chicago of- 
fice of Batten, Barton, Durstine & Os- 
born while the Continental copy was 
placed by the New York office of the 
same agency. 


Angostura Bitters 
to Donahue & Coe 


Angostura-Wuppermann Corpora- 
tion, New York, has appointed Dona- 
hue & Coe, Inc., New York. News- 
papers, magazines and radio will be 
used for Angostura Bitters, according 
to present plans. 


A FAMILY on relief buys little 
more than the barest necessities. 
And the newspaper is always consid- 
ered a necessity. 

These facts were revealed in a sur- 
vey which showed that 40% of the 
readers of a certain Los Angeles news- 
paper were on 1934 relief rolls. - 

Forty cents of every dollar spent 
in advertising space in that paper are 
being WASTED ON COVERAGE 
OF NON-BUYING FAMILIES. 


Obviously, the famed milline and 
other evaluations based on total circu- 
lation help little in determining the 
true costs of advertising today. What 
is needed is a measure of the cost of 
reaching those families with money 
to spend. 

The Purline is that measure. 


line rate X 1 billion dollars 


Purline= 
7 purchasing power of readers 


Applying the Purline formula to 
data recently compiled in Los An- 
geles, surprising cost differences are 
revealed. 
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Today an entirely new cost-measure of advertis- 
ing is needed - a cost-measure of capacity to buy. 


Los ANGELES Purine Rares 


yy ee Daily $ .65 
Newspaper B....Daily.... 1.89 
Newspaper C....Daily.... 1.37 
Newspaper D....Daily.... 1.30 
Newspaper E....Daily.... 1.87 


That there should be such a striking 
difference in Purline rates in Los An- 
geles is not surprising. The Times has 
always been edited for the more alert, 
more intelligent type of Southern 
Californian. 

The surveys referred to show that 
7 out of every 10 families in Los An- 
geles County earning $3000 a year or 
more read The Times. That all Times 
readers together enjoy a spendable 
income of $768,190,003. 

Is it any wonder that the cost of 
advertising to people with money to 
spend is but half the average when 
The Times is used? 

Is it any wonder that more adver- 
‘tising goes into The Times today than 
into any other local newspaper? Or 
that advertisers who know this mar- 
ket always rely on The Times as their 
first medium? 


Los Augeles Cimes 


The Los Angeles Times presents such a yardstick in 


THE PURLINE 


For further information on the 
Southern California market, or for a 
copy of “A New Survey of 23 Market 
Areas of Los Angeles County,” call 
Times representatives Williams, Law- 
rence and Cresmer, New York, Chi- 
cago, Detroit, San Francisco. Or write 
National Advertising Manager, Los 
Angeles Times. 


INVITATION TO BUSINESS MEN 


Visit the world’s most modern newspaper plant. 
The Times, with the largest home-delivered circu- 
lation in the West, provides alert Southern Cali- 
fornia more news, more quickly than ever before. 
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ADVERTISING AGE 


October 21, 1935 


SOLIDARITY 1S 
ESTABLISHED AT 
A. B.C. MEETING 


(Continued from Page 1, Col. 5) 


garding the change. The farm paper 
division added a recommendation 
that there be no further change, 
either now or later, in the organic 
structure of the A. B. C. board. 

The business paper division, which 
approved the compromise proposals, 
adopted the following resolution: 

“The business paper division of the 
A. B. C. goes on record strongly and 
emphatically that in its opinion the 
interests of publisher, advertising 
agent and advertiser alike will best 
be served if the majority control of 
the directorship of the A. B. C. con- 
tinue in the hands of the advertis- 
ers.” 

The magazine division preceded its 
approval of the compromise proposals 
by the adoption of the following 
resolution: 

“Whereas, the magazine division 
believes in the wisdom of the original 
plan of equal representation by pub- 
lisher divisions on the board of di- 
rectors, and 

“Whereas, this principle was de- 
parted from in 1927 without appar- 
ently satisfying the need expressed 
at that time by the newspaper di- 
vision, and 

“Whereas, it is the opinion of the 
magazine division that each division 
should compose its differences within 
its own group, and being mindful of 
the fact that the newspaper com- 
mittee’s recommendation favored 
seven newspaper directors and a to- 
tal of five directors from the other 
three divisions, and 


“Unwarranted Attack” 


“Whereas, the magazine division 
believes that the attitude of the news- 
paper committee’s report in attempt- 
ing to correct so-called ‘discrimina- 
tion’ between divisions, is an unwar- 
ranted attack upon the board of di- 
rectors and the other divisions, and 

“Whereas, the newspaper commit- 
tee’s report recommended various 
changes in rules and procedure pri- 
marily affecting the interests of other 
divisions, and 

“Whereas, the magazine division 
believes the solidarity of the Audit 
Bureau as at present constituted is 
threatened by any spirit of antagon- 
ism between divisions or further 
encroachment upon the rights of 
other divisions, and solely in the in- 
terest of harmony. 

“Be it resolved, that the recom- 
mendations of the subcommittee of 
the board of directors be adopted by 
the convention.” 

The matters referred to the board 
of directors on recommendation of 
the resolutions committee included 
arrearages, combination sales and 
basic rates, gift subscriptions, bulk 
circulation, uniformity of forms and 
other controversial topics, some of 
which were covered in the newspaper 
committee’s report. 


MAILING LISTS 


‘GETOUR FREE 
REFERENCE 


BOOK aud 
‘MAILING 
LIST CATALOG 


Gives counts and prices on teg teed 
ear = on —_ A eed of business enter- 
M fi by classification and state. Also 
hk A A oO 3 + ° z AieiA J such as 
professional men, auto owners, income lists, etc. 
Write today for your copy 


R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. 


Branches in Principal Cities 
World's Largest City Directory Publishers 


Maitiing List Compilers. Business Statis- 
tics. Producers of Direct Mail Advertising. 


GENERAL SESSION LUNCHEON OF A.B.C. ATTRACTS BIG CROWD 
‘ ip Lidia 


One portion of the Thursday luncheon meeting of the Audit Bureau. Speakers’ table in the background. 


In connection with basic rates, the 
resolutions committee proposed the 
following resolution, which was 
adopted: 

“Resolved, that the board of direc. 
tors, clarify the combination sales 
rule in such a way as to insure the 
application of the fundamental 50 
per cent net paid rule of the bureau.” 


Would Discard “Basic Price” 


It also reported the following reso- 
lution on this subject, adopted by 
the newspaper division: 

“Resolved, that the term ‘basic 
price’ and the definition of basic 
price be eliminated from the by-laws, 
rules, regulations and rules of pro- 
cedure of the Audit Bureau of Cir- 
culations wherever the same may ap 
pear, and that no circulation of any 
publication be considered at net paid 
unless at least 50 per cent of the 
regular rate of every such publica- 
tion has been paid for such publica- 
tion, whether sold in combination or 
in any other manner. 

“The division requests the board 
of directors to formulate the neces- 
sary rules and bylaws to effect ulti- 
mately the principle enunciated 
above.” ; 

The agency division recommended 
the following addition to the com- 
bination sales rule: 

“If a combination lists both news- 
stand and subscription prices, the 
newsstand prices must apply in fig- 
uring the new percentages for the 
combination sale.” 

The magazine division, in addition 
to disapproving the proposed addi- 
tion to the combination sales rule, 
adopted the following resolution: 

“Whereas, the practice of making 
special prices at various times and 
under various conditions is different 
in the publishing fields, and 

“Whereas, the definition of basic 
rate as it affects the magazine di- 
vision is heartily endorsed as an ad- 
vance in clear terminology, and is 
soundly conceived, and 

“Whereas, the differential rate is 
foreign to the practices of the maga- 
zine division, therefore be it 

“Resolved, that the basic rate as 
it applies to the magazine business 
be ratified, and the differential rate 
classification be eliminated from the 
magazine forms.” 

In discussing the matter of uni- 
formity of forms, one of the subjects 
referred to the board of directors, 
the resolutions committee reported 
the following resolution as having 
been adopted by the newspaper di- 
vision: 


Want Net Paid Definition 


“Resolved, that the newspaper di- 
vision recommend to the board that 
only net paid be shown on the first 
page of all forms, and that the defi- 
nition of net paid shall be the same 
in all mediums. The newspaper di- 
vision recognizes the problems in- 
volved for the other divisions in the 
principle, and recommends that the 
board of directors develop ways and 
means to bring about the operation 
of this principle as soon as possible, 
and at the same time do so without 
working an undue hardship on any 
publication division.” 


The advertising agency division ap- 
proved the retention of the present 
forms, and the business paper divi- 
sion recommended that no change 
be made in the present method of 
reporting mail subscribers special 
and term subscriptions in bulk, The 
magazine division adopted the fol- 
lowing resolution: 

“Resolved, that the magazine di- 
vision recognize no difference be- 
tween single issue sales in bulk and 
term subscription sales in bulk. Bulk 
circulation is at present properly 
and adequately covered in the pres- 
ent statement, and we recommend 
that no change be made. Bulk sales 
are made by some magazine publish- 
ers that are valuable to the adver- 
tiser, full of reader interest, and they 
should be credited in the total.” 

In addition to Mr. Butler, the 
members of the resolutions com- 
mittee were John Brehm, Crowell 
Publishing Company; John Cowles, 
Des Moines Register and Tribune; 
Ben Duffy, Batten, Barton, Durstine 
& Osborn; W. A. Grove, Edison Gen- 
eral Electric Appliance Company; 
Emanuel Levi, Louisville Cowrier- 
Journal and Times; Noel Macy, West- 
chester Newspapers, Inc., Yonkers, 
N. Y.; and Everit B. Terhune, presi- 
dent of the Associated Business 
Papers, Inc. 


Officers Re-Elected 


The old officers of the bureau were 
re-elected by the board of directors 
following a meeting at the close of 
the convention. They included P. L. 
Thomson, Western Electric Company, 
New York, president, who was given 
a rising vote of thanks for his good 
work in behalf of the bureau; F. R. 
Davis, General Electric Company, 
Schenectady, N. Y., vice-president; 
S. R. Latshaw, Butterick Publishing 
Company, New York, second vice- 
president; Ralph Starr Butler, Gen- 
eral Foods Corporation, New York, 
third vice-president; T. F. Driscoll, 
Armour & Co., Chicago, secretary, 
and E. R. Shaw, Power Plant Engi- 
neering, Chicago, treasurer. 

Directors were chosen as follows: 

Advertiser division, for two years: 
F. R. Davis, General Electric Com- 
pany, Schenectady, N. Y.; T. F. Dris- 
coll, Armour & Co., Chicago; Eben 
Griffith, Socony-Vacuum Oil Com- 
pany, New York; Grafton B. Perkins, 
Lever Bros. Company, Cambridge, 
Mass.; P. L. Thomson, Western Elec- 
tric Company, New York; for one 
year, J. W. Dineen, General Motors 
Corporation, Detroit. 

Advertising agency division, for 
two years: B. C. Duffy, Batten, Bar- 
ton, Durstine & Osborn, Inc., New 
York; H. H. Kynett, Aitkin-Kynett 
Company, Philadelphia. 

Business paper division, for two 
years: E. R. Shaw, Power Plant Engi- 
neering, Chicago. 

Farm paper division, for two 
years: Fred Bohen, Successful Farm- 
ing, Des Moines, Ia. 

Magazine division, for two years: 
S. R. Latshaw, Butterick Publishing 
Company, New York. 

Newspaper division, for two years: 
H. W. Stodghill, Louisville Courier- 
Journal and Times; Harry S. Web: 
ster, Sun and Telegram, San Ber- 


nardino, Cal.; J. Noel Macy, West- 
chester Newspapers, Inc., Yonkers, 
N. Y.; for one year, W. J. J. Butler, 
Mail and Empire, Toronto, Can. 


Thomson Gives Report 


President Thomson delivered his 
annual report at the opening ses- 
sion yesterday morning. He reviewed 
the work done by the special news- 
paper committee appointed at the 
conclusion of the 1934 convention, 
and the compromise agreement on 


the recommendations contained in 
its report. 
“Remember,” Mr. Thomson ad- 


vised, “that we have in our mem- 
bership many competing interests, 
which are united in this organization 
because of their common desire for 
the honest measurement of circula- 
tion. Each wants, and is entitled to, 
the full protection of his own inter- 
ests. No one member and no one 
group should have any unfair advan- 
tage over another. 

“The bureau’s rules have been 
framed upon that basis, and the 
management has sought to operate 
them equitably. 
the bureau could never have endured 
for 21 years. At the same time, no 
organization and no body of rules is 
perfect. But improvements in the 
bureau’s structure will come not out 
of bitterness or strife, the conflict of 
one group with another, but rather 
from the careful weighing of pro- 
posals with full consideration of their 
effect upon other members in the in- 
terest of fairness to all.” 


Add 134 Members 


President Thomson reported a net 
gain during the year of 134 mem- 
bers, bringing the total to 1,856. 
There has been an increase in the 
number of national advertiser mem- 
bers from 106 to 205. The present 
membership is the largest in the his- 
tory of the bureau. 

For the first time since 1932, he 
reported, the bureau has operated 
within its income and finished its 
fiscal year with a balance of $8,619 
over expenses. President Thomson 
recommended that at the earliest op 
portunity compensation of auditors 
be adjusted to the market, and also 
that funds be provided for a promo- 
tional campaign in behalf of the 
A.B.C. . 

He described the new dues struc- 
ture which has been worked out, and 


Were this not true,: 


which, while not raising the dues, 
adjusts them in such a way as to 
insure the cost of service delivered, 
being charged to each member. Each 
division will thus be set up on a 
self-sustaining basis. 

President Thomson devoted con- 
siderable time to reporting the tenor 
of comments received by the pub- 
lisher of the Waltham News-Tribune, 
Waltham, Mass., who inquired of 
advertisers and agencies whether 
they are influenced by a publica- 
tion’s membership in the A.B.C. in 
the purchase of space. Almost unan- 
imous approval of the A.B.C. as an 
indispensable aid in space buying 
was given by those who replied to 
this inquiry. 


Business Papers Lag 


In his report, the head of the 
A.B.C. took occasion again to point 
out that, while 89 per cent of the 
newspaper circulations of the United 
States and Canada are audited, 85 
per cent of the farm paper circula- 
tions, and 81 per cent of the maga- 
zine circulations, only 23 per cent of 
the business paper circulations are 
on an A.B.C. audit basis. 

“Here is perhaps the greatest 
waste in American advertising,” he 
said. “It is a situation which only 
education can correct.” 

Mr. Thomson emphasized the suc- 
cess of self-regulation in the adver- 
tising and publishing field, as con- 
trasted with NRA regimentation of 
industry. 

“The government-made institu- 
tion,” he said, “has failed to meet 
the test, and, following the Supreme 
Court’s decision it has passed out. 
The A.B.C. in the meantime has 
withstood the test and come through 
stronger than ever. 

“The one failed because its regu- 
lations were imposed from without. 
The other survives because its rules 
are self-imposed, and it has the abil- 
ity and the will to modify its rules 
to adapt them to new conditions. 


A Striking Example 


“The Audit Bureau is the most 
striking example of a cooperative 
organization in the whole field of in- 
dustry, because it embraces in its 
membership more competitive inter- 
ests than any other trade association. 
That it has survived for 21 years is 
an amazing thing, and proof of the 
useful function which it performs. 
It stands a monument to the ability 
of advertisers, agencies and many 
different types of competing publish- 
ers to subordinate individual differ- 
ences and work together for the com- 
mon good.” 

At the luncheon yesterday the 
principal speaker was B. K. Sand- 
well, editor of Saturday Night, To- 
ronto, who made a witty address, 
comparing some of the current polit- 
ical and economic ideas of the United 
States with those of Canada, which 
he says always imitates the United 
States sooner or later. 


To Larchar-Horton 


Larchar-Horton Company, Provi- 
dence, R. I., has appointed Burton 
Schellenbach to its creative staff. 
For the past two years Mr. Schellen- 
bach has been with The Keelor & 
Stites Company, Cincinnati. 


Agency Men Dined 
Garland Porter, publisher of the 
Atlanta Georgian, was principal 
speaker at a dinner given Oct. 10 by 
the Baltimore, Md., News- Post. 
Guests included Baltimore agency 
and space buyers. 


PUBLISHERS GATHER AT DIRECTORS’ DINNER 


Snapped before the A. B. C. directors’ meeting are Marco Morrow, Capper 
Publications; W. F. Schmick, Baltimore Sun; F. W. Stone, Parents’ Magazine: 


and E. K. Gaylord, Oklahoman and Times, Oklahoma City. 
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ADVERTISING AGE 


PHOTOGRAPHIC REVIEW OF THE WEEK 


OFFICERS, DIRECTORS AND GUESTS GATHER FOR ANNUAL BOARD DINNER OF AUDIT BUREAU OF CIRCULATIONS 
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General view of the A. B. C. directors’ dinner on Wednesday, preceding the opening of the annual meeting. 


SPEAKERS' TABLE AT MAJOR MARKET NEWSPAPERS' LUNCH 


gear 4 


In this Major Markets group are, from left to right, E. E. Robertson, Kansas City Star; George Burbach, St. Louis Post Dis- 
patch; F. B. Hurd, Providence Journal and Bulletin; F. E. Fehlman, Major Markets executive head; Col. Leroy W. Herron, 
Washington Star; J. A. Van Buren, Cleveland Piain Dealer; Carl Slane, Peoria Journal-Transcript. 


FARM PAPER DIVISION GETS DOWN TO BRASS TACKS 


One section of the farm paper divisional meeting of the A.B.C. Thursday afternoon. 


BUSINESS PAPER PUBLISHERS HAVE WELL ATTENDED SESSION 
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General view of the A.B.C. business paper division meeting Thursday afternoon. 


ENGLISH VISITORS ATTEND SESSIONS 


oe 


Standing, left to right: H. S$. Conlon, Grand Rapids Press; John F. E. 

Coope, Northcliffe Newspapers, London; F. G. Pearce, Altoona, Pa., 

Mirror. Seated, Norman S. Rose, Christian Science Monitor; F. P. 

Bishop, London Times; Floyd Parsons, Advertising & Selling; 

Irwin Maier, Milwaukee Journal. The visiting British newspapermen 

injected a fresh viewpoint into the discussions of the Newspaper 
Advertising Executives Association. 


IT HAS ITS TENDER SIDES, TOO 


ee NG ” Ril inet 


LIFEBUOY \ 
> STO PS ‘BO. AND 
PITSSOKIND J 
TO MY.SKIN 


The latest Lifebuoy posters, sg upon the refreshing side of life, 
‘a 


are all-revealing in emphasizing the fact that this famous B. O. enemy 
has numerous virtues in addition to those connected with the elimina- 
tion of body odors. 
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ADVERTISING AGE 


October 21, 1935 


Politicians ignore it— 


Brain trusters scorn it— 


Business men take it for granted! 


OR the last five years, Federal and 
State agencies have tried to relieve 
unemployment by “made-work”. Ways 
and means of creating jobs have chal- 
lenged the ingenuity of those in govern- 
ment who believe that a job is better 
than a dole. But how were jobs created 
before the depression came? _ 
The ABC of Economics 
As an advertising agency, it has been 
our privilege to see the inside of the 
. American economic system during the 
past 60 years and more. We have sat in 
the councils of management. We have 
studied the problems of sales and have 
translated the virtues of a product into 
our most compelling appeals in order 
to sell our customers’ goods. And then 
what happened? 

As sales increased, jobs were created. 
As volume grew, there were more jobs 
inside the plants whose products we 
helped to sell. More jobs, too, in the 
plants where raw materials were used. 
When the railroads shipped more goods, 
more freight cars were needed, more 
handlers employed. In distribution, job- 
bers and retailers in turn employed 
more sales people. All this has been an 
every day routine in the operation of 


the American economic system. Busi- 
ness Men take it for granted. Politicians 
ignore it. Brain Trusters scorn it. 


America Builds from Within 


But the American economic system has 
been built by jobs made from within 
and not from without. By jobs that re- 
sulted from ever greater sales ability 
and sales.strength as spread throughout 
the nation by advertising — salesman- 
ship-in-print. 

In the past 63 years we have invested 
for clients, upwards of $500,000,000 in 
advertising — $180,000,000 of it in the 
last five years of depression. Billions in 
sales accrued to our clients as a result of 
investing this money. Employment for 
hundreds of thousands was thus cre- 
ated. A million retailers made their 
mark-up on millions of sales. Freight 
loadings swelled. Banks turned. their 
money. Ships loaded their cargoes. And 
dividend checks got into the mail. 


Salesmanship-in-Print Turns 
Dollars into Jobs 


All these things happened because 
someone appealed successfully to the 
millions to buy. Because someone ac- 


celerated the quick exchange of goods 
with advertising, which Lord & Thomas 
defined 30 years ago as Salesmanship- 
in-Print. 

True salesmanship-in-print is a great 
deal more than the mere writing of 
copy. It is a commercial concept as wide 
as the field of human imagination and 
emotion. It is the vital stuff of which 
commerce is made. And the men who 
can apply its principles with mastery 
and creative fire are few indeed. Yet 
they are here at Lord & Thomas—they 
have always been here. Men with the 
feel for ideas that sell. Men who know 
that advertising success, like all com- 
mercial success, depends on getting big 
men behind you: Men Who Can Sell the 
Most for the Money. 


Jobs Made from Within 

If America’s recovery is to be real, it 
must, as always before, rest securely 
on jobs made from within American 
business. Politicians ignore this. Brain 
Trusters scorn it. But Business Men 
who win, take it for granted. And in giv- 
ing irresistible buying Reasons-Why to 
the millions with money, salesmanship- 
in-print ereates jobs for the other mil- 
lions, which means a Real Recovery. 


LORD & THOMAS: advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 
Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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